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In Philadelphia the foxes don’t care much for poultry. It is common— 
too common! Game is more delicious ; but no one likes to be made game of. 
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Widespread 
Circulation 


is of comparatively small value. Advertisers 
who make a study of newspaper advertising, 
follow up such advertising by having their 
goods placed on sale in the stores of the towns 
in which they are advertising. 

A section of territory is generally taken, 
and the advertising is followed up with the 
advertised goods, so that inquiries created by 
the advertising are met with the articles on 








sale, and the demands immediately filled. 
To accomplish this, Jocal advertising only can 








1400 Local Country Papers 


comprise the 


ATLANTIC COAST LISTS. 


The Lists are divided into nine 
divisions. Advertisers can thor- 
oughly advertise sections of ter- 
ritory and follow up their news- 
paper advertising with placards, 
samples, goods, etc. Half a cent 
a line a paper for transient or- 
ders—quarter of a cent when 
1,000 lines are engaged. 

One electrotype and one order 
only needed. 
Catalogue upon application. 





ATLANTIC COAST LISTS, 134 Leonard St., 
NEW YORK. 











be used to advan- 
tage. If the cir- 
culation is wide- 
spread the effect 
is largely lost be- 
cause it cannot be 
supplemented by 
placards, etc., and 
the goods on sale. 


It is just as 
necessary to make 
it easy for those 
interested to pro- 
cure the goods as 
it is to advertise 
them. 
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A RAILWAY PRESIDENT’S VIEWS 
ON ADVERTISING. 


By Chauncey M. Depew. 


When I say that every enterprise, 
every business, and I might add every 
institution must be advertised in order 
to be a success I only voice the general 
opinion of those who are most capable 
of judging. To talk in any other 
strain would be madness. 

Few if any of our American institu- 
tions have made more rapid and suc- 
cessful strides during recent years, and 
especially during 
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class of people that contributes most 
to the treasury of a great railroad is 
made up of those who travel frequent- 
ly, even if they do not ride for long dis- 
tances. That class commonly called 
commuters comes under this head. In 
consideration of this, as well as the 
fact that people are obliged to travel 
over the road on which they are lo- 
cated, a railroad derives but little 
benefit from general advertising. A 
patent medicine firm or a dry goods 
dealer obtains many times as much, 
proportionately. 

Of course when 





the past decade, 
than general ad- 
vertising. It has 
increased, it has 
been _ perfected, 
the field has been 
enlarged, a host of 
new ideas have 
been and are being 
constantly intro- 
duced, until to-day 
advertising is one 
of the most impor- 
tant elements es- 
sential to commer- 
cial success. 

That much abus- 
ed individual, the 
advertising solici- 
tor, I consider a 
modern wonder. 
For activity, en- 
terprise, keenness 
and shrewdness, 
as well as a judge of human natute, 
I consider the advertising man the 
superior of the average practicing 





lawyer. 

How about railway advertising? 
Well, our advertising here on the 
N. Y.C. & H. R. R. is done more 


as a favor to the traveling public, in 
the sense of giving them information 
in regard to the movements of trains, 
etc., than personal benefit to the road, 
and I think that this same policy holds 
good in regard to other roads, The 
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Prisident New York Central & Hudson 
River Railroad. 


a person is about 
to take a long jour- 
ney there are usu- 
ally a number of 
trunk roads over 
which he may 
travel, or at least 
start upon histrip. 
Naturally our gen- 
eral advertising 
brings in returns 
from thisclass, but 
it is of such minor 
importance, com- 
paratively speak- 
ing, that it is not 
a strong argument 
in favor of gene- 
ral advertising for 
railroads. But the 
two reasons given 
make the railroads 
among the most 
liberal of adver- 
tisers. I consider that American adver- 
tising is way ahead of that of our Eng- 
lish cousins, in a general sense, although 
there are many English details that I 
think could be successfully adopted on 
this side. Our big metropolitan daily 
newspapers far excel those of the conti- 
nent, and especially those of Great 
Britain. There was one advertising 
method that I was glad to see last sum- 
mer had obtained no foothold in Eng- 
land. I refer to that detestable custom 
of advertising on rocks, trees, fences, 
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and in similar ways. This country is 
full of it; but there is none on the 
other side. I think that any one who 
would disfigure the Palisades, or the 
rocks at Niagara Falls, or in the Yose- 
mite Valley, by painting upon them 
‘*Use Jones’ Soap,” or ‘* Buy Smith’s 
Tooth Powder,” should be sent to State 
prison for life. 

Our American papers excel those of 
England in that enterprise which in- 
volves the spending of money. The 
average enterprising paper of New 
York hesitates at almost no expendi- 
ture, providing that it can afford it, 
and is satisfied that its patrons demand 
it, and that it is to its advantage. 

It is not so on the other side. When 
I was in a large city in England a few 
weeks ago; I said to the owner of a 
daily paper, who was cleaning up over 
$300,000 a year, and which published 
very little cable or telegraphic news 
compared with the expenditures of our 

apers : 

** Why do you not spend more money 
and give your readers more and better 
news from the continent of Europe, 
from Asia and America ?” 

The gentleman looked at me for a 
moment in a manner that seemed to 
imply that he thought I was wofully 
ignorant of newspapers, and then slow- 
ly replied : © 

‘*T am not a philanthropist, and, so 
long as my readers and advertisers are 
as well pleased, it would be folly for 
me to show what you Americans call 
‘ enterprise.’” 

Of course the great papers of Lon- 
don and other large English cities make 
a great deal of money, but I do not 
think that they make nearly as much 
as they would if they were run on a 
different principle. A somewhat sin- 
gular fact in connection with English 
journalism is that the paper that has 
the most influence among the upper 
classes, financiers and great business 
houses, has the smallest circulation, and 
yet it seils for the highest price. I 
refer to the London 7%mes, which re- 
tails for ‘‘ tuppence” (or four cents) a 
copy. 

Newspapers are more generally read 
by the poorer people in this country 
than on the other side, excepting, 
possibly, France. In Paris every one 


reads the papers, even the cabmen, 
who appear to be inveterate readers. 

The Petit Journal is the favorite 
Paris paper, especially of the working 
men, Ithastheimmense circulation of 
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1,000,000 copies and sells for the small 
sum of one-half cent in our money. 

If our New York papers paid no 
more attention to general and foreign 
news than those of the other side they 
would probably lose money instead of 
making it. The Americans are a very 
intelligent reading public, and they de- 
mand and receive the very best kind of 
modern journalism. 
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The ‘‘Recorder’s” new home on 
Spruce street—directly opposite the 
“* Printers’ Ink" building, 
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EDUCATE YOUR BUYERS. 
‘By ‘Benjamin Webster. 


If you find a street-boy’s caricature 
of yourself chalked upon your door or 
wall, and if the caricature shows you 
that your hat is unbecoming, you have 
learned something. Whale the boy— 
catching him first, of course—but 
change your hatter. 

Artemus Ward, the humorist, wrote 
a blood and thunder novelette and 
wound it up with the statement that 
the succeeding installments would be 
found in some fictitious paper. And 
this paper, he proceeded to state in 
lines of capitals all down the page, 
was 

THE ALL-FIREDEST PAPER ON EARTH. 

THE ALL-FIREDEST PAPER ON EARTH, 
and so on. 

The absurdity was exquisite—but 
don’t some of you modern advertisers 
recognize the pattern of your own hats ? 

Undoubtedly the readers will remem- 
ber the sentence, ‘‘ The all-firedest 
paper on earth,” but they will no doubt 
also be left about as they were, so far 
as their opinions are concerned, Their 
minds will not be affected even if they 
have a new sentence in their memories. 

Aristides was thoroughly advertised 
among the Athenians as ‘‘the Just.” 
Perhaps the modern populace may be 
equally affected by continual statements 
that this and the other thing ‘* is the 
best in the market,”’ or ‘* leads all the 
rest in quality.” 

No doubt ‘‘ Beecham’s Soap floats,” 
and ‘‘ Ivory Pills are worti a guinea a 
box,” but isn’t it about time that the 
advertisers recognized the fact that this 
is an age of ‘‘ wherefore” and of 
“why”? 

When a dealer or a manufacturer 
issues a catalogue or a pamphlet, he 
devotes the larger part of it to telling 
how his goods are superior to others. 
If he is a bicycle maker, we have excel- 
lent dissertations upon the superiority 

of ball-bearings in diminishing friction, 
or upon the desirability of nickel-plat- 
ing to prevent rust. We see diagrams 
showing how admirably the weight is 
distributed (as the courteous man at 
the scales said to the stout lady). 

But in newspaper advertising— 
which should of all others be the most 
interesting and effective—another plan 
is adopted. Vague statements are 
emphasized in the hope that the reader 
may be induced to make further in- 
quiry. Ifspecially concerned, the reader 





may look the matter up, but if he is 
merely the casual reader, he skims 
over the advertising pages and dismisses 
with a glance all that does not give 
him information. 

‘*The best advertisement is the 
pleased customer.” Did you ever con- 
sider why? If he went around, idioti- 
cally remarking that if you would press 
the button it would cure that tired 
feeling, he would have the same effect 
as the sandwich man, and no more. 
But he doesn’t. He says, ‘* By the 
way, Jones, don’t your suspenders 
hurt your back? I thought so. Now 
I’ve found the best thing in galluses 
you ever saw. These braces have 
super-springs, contributing quiet and 
ease. You ought to get a pair. Do 
you see that hump? That’s just what 
they haven’t got. I found them at 
Brown’s, and they only cost half a 
dollar.” 

He gives the reason and the proof. 
And that is what your advertisement 
should do. 

No room? Then make a continued 
story of it. It is hard to give an ex- 
ample, for to choese any one subject is 
to exclude all others. Suppose, how- 
ever, you have a superior fountain pen. 
You can have a testimonial signed by 
Dr. Johnson, we'll say. © But if you 
do, you will find just below it an ad- 
vertisement of another fountain pen, 
with a similar testimonial signed by Dr. 
Goldsmith. Each says all others are 
worthless, and the tired public says in 
its haste that all men are liars. 

Now go at it the other way. Begin 
with a heading, ‘‘ The History of a 
Fountain Pen.” Then give the public 
to understand something interesting 
about how wandering students carried 
an ink-horn at the girdle—which might 
be illustrated. Get that done and stop, 
with the addition, fo be continued. 
Next issue, take up capillary attraction ; 
make it clear with a diagram or two. 
Show how it underlies the action of 
all pens. Stop again. Next time, 
show a diagram of your pen, and ex- 
plain the principles of its feed, and 
thus by steps educate your public. 

Will they read it? Of course they 
will. And when you get through, if 
you can insinuate firmly that your pen 
is ‘‘ the all-firedest pen on earth” they 
will think they have discovered its 
merits for themselves. 

But remember that great art of the 
conversationalist, ‘‘ Never say ‘I’ 
when you can say ‘ you,’” 
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Of course, if you are trying to bam- 
boozle the public, this plan will not 
work ; you will do better in that case 
to pound your bass drum and yell un- 
intelligibly. “But if you have some- 
thing that the public would like to buy 
if they knew about it, you can instruct 
them by a series of short, easy lessons 
which they cannot choose but read. 








WITH ENGLISH ADVERTISERS. 
By T. B. ‘Russell. 
Lonvon, Sept. 21, 1892. 

Mr. J. B. Gaylord, the American 
show agent, has been telling an inter- 
viewer in Hong Kong (where he recent- 
ly stopped with a consignment of wild 
animals) all about the Jumbo boom, 
organized by the late Mr. Barnum. 
The subject needs apology in this 
column, but, as in the penultimate year 
of his life Mr. Barnum was a some- 
what conspicuous English advertiser, 
perhaps the story, which is too good to 
be entirely missed, may be excused by 
the readers of PRINTERS’ INK. 

x oa * “ 

According to his account, Barnum 
spent $5,000 to have an action at law 
raised, for the supposed object of inter- 
dicting the removal of the famous 
elephant. No sooner was this done 
than the boom began, and Mr. Barnum 
once again scored a success with the 
press. The London correspondents of 
American newspapers began to cable 
whole columns of news about Jumbo. 
Jumbo had divined that he was to be 
torn away from his ‘‘little wife” 
(Alice). Jumbo was _inconsolable; 
Jumbo’s health was suffering ; Jumbo 
refused to move, except with his favor- 
ite keeper, Scott! Scott had been 
with difficulty engaged, at a magnificent 
salary, to accompany him. ‘The biggest 
sort of demonstration was organized, 
and the British public cordially as- 
sisted. The comic papers were full of 
portraits representing Alice in widow’s 
weeds. But the neatest scheme of all 
was the abortive start. Scott, it would 
seem, had a quiet signal, which the 
elephant knew to mean ‘‘lie down.” 
It was agreed that as soon as Jumbo 
left the gardens this sign should be 
given, and the fool multitude jumped 
to the conclusion that he would not 
leave Alice. When the farce had 
played itself out to its full develop- 
ment the old elephant went aboard 
ship as quietly as a lamb; had an 
audience of 76,000 people at his first 
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show in America, and netted Barnum 
additional receipts in the first year of 
$400,000. I quote an abstract of this 
interview from a London newspaper, 
giving it for what it is worth. 

* x x * * 

An ingenious use of the automatic 
box or penny-in-the-slot craze has been 
made bya London optician. He keeps 
a stand at railway stations and other 
public places, so constructed that a 
penny dropped in lights up the inside 
of a sort of stereoscope-like arrange- 
ment, where a page of type can be 
read through various numbered glasses, 
which are changed by turning a knob, 
When you strike a glass that enables 
you to read the type comfortably you 
note the number. That corresponds 
to the sort of spectacles you want. At 
the side of the machine hang a number 
of order-blanks, in which you only 
need to fill in that number, with your 
name and address, and send a 2s. 6d.— 
60 cents—postal note, to get a proper 
pair of glasses by return of post. The 
order-blank can be posted or dropped 
in a locked receptacle on the machine. 
More people get their sight tested than 
order glasses, no doubt. But they pay 
their pennies for that privilege, and 
the light is covered up just as soon as 
they step off the platform; conse- 
quertly the machine pays its way, be- 
sides being a good advertisement for the 
proprietor’s wares, on which he is to 
be congratulated by all advertising 
men, 

x x s * * 


Of all the ‘‘snide” advertising 
wheezes ever described, surely none 
more artistic than the following, from 
yesterday’s Daily News, can be re- 
corded : 

An amusing scene was witnessed the other 
day on one of the mail boats running from 
Calais to Dover. The sea was rather rough. 
A young woman, p:etty and nicely dressed, 
appeared to be suddenly taken very ill with 
seasickness. She groaned and screamed in 
apparent agony for some little time, At 
length a gentleman, who appeared to be a 
stranger to her, approached her, and asked 
whether she would like to take a lozenge, 
which he guaranteed would ease her of her 
pain. He had often tried it, he said, on 
people, and always with the most marvellous 
results. The young lady demurred a little at 
first, but finally accepted the offer. Never 
was cure so instantaneous. Hardly had she 
swallowed the lozenge when the fair patient 
was sitting up, all smiles, and ordering ham 
sandwiches and bottled ale of the steward. 
Some passengers were so struck with the inci- 
dent that they inquired what was the remedy 
that had had such a wonderful result, and the 
gentleman, who, as he said, was the agent for 
the sale of the lozenges, disposed of a consid- 
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erable number of boxes of them at ten francs 
apiece. What was the surprise of the pur- 
chasers when they saw the young lady and her 
preserver go off arm in arm when the vessel 
reached Dover? The boxes were boxes of 
common jujubes, 

* * * * 


Imitation is said to be the sincerest 
and sweetest sort of flattery. I have 
my doubts about the sweetness; but 
the Pope Manufacturing Company 
should be gratified (in a way) to see its 
ideas so famous, as the following close 
imitation would seem to indicate : 


THAT 
WIFE OF 
YOURS 


Your brother—your sister—your friend—Too much 
worry—don't eat well, sleep well, feel well—tired 
feeling always—face pimply—skin harsh and dry— 
live: not working—biious—not up to the mark— 
Tried aperients—tired of Tonics which brace the 
system up one day and let it down the next— 
disgusted with all medicine—Why? Because 
Bates’ Sulphur Salt has not been tried—don't say 
it won'tdo any good—try it—there is nothing hke 
it—nothing so invigorating —nothing so cooling— 
gives tone to the system—purifies the blood—skin 
eruptions disappear—biliousness api sick headache 
are conquered—makes you feel better all over—a 
delicious cooling effervescent.—Get a bottle at 1/9 
or 4/6 from your Chemist, and try it—you will not 
be disappointed—or send 2/- or 5/- to F. W. Bates, 
Brooks's Bar, Manchester, and you will receive 
Bates’ Sulphur Sa!t post free 














* * * * * 


And speaking of the Pone Manu- 
facturing Company reminds me of a 
couple of queer cycle advertisements I 
lately saw. One was a spirited draw- 
ing of a mad bull charging a pneumatic 
tire and safety bicycle—an actual ad- 
venture—from which rider and ma- 
chine emerged unhurt, to the great 
satisfaction of the makers of the latter. 
The other was an exhibit in a cycle 
maker’s window, on Holborn Viaduct, 
nothing less than the actual bicycle 
which had been run over by a street 
car, without injury to the pneumatic 
tire, or anything more than a severe 
bending up of the frame. No doubt 
the strength of the machine was well 
demonstrated herein, but is it the way 
to sell bicycles to remind buyers that 
they may figure in such an accident as 
this? Another cycle company has a 
good idea in ‘‘ novelties,” an advertis- 
ing tobacco pouch. It is an ordinary 
India rubber pouch, with a raised de- 
vice, very neatly executed in rubber of 
a contrasting color, and reading, in 
script letters, like a person’s handwrit- 
ing thus ; 
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An ingenious notion and a capital 
name! Surely nothing ever jingled 
more prettily than this: Psycho 
cycles! By the way, has any bicycle 
man advertised to cure ‘‘that tired 
feeling” ? 

a an 


ADVERTISING BOOKS. 
‘By Foel Benton. 






HE article by Mr. 
Maher on book ad- 
vertising, in a recent 
issue of PRINTERS’ 
INK, opens up a new 
topic that should in- 
terest both publishers and 
authors. I have had some 
experience on one side of this question 
that has been worth what it cost, 
though I am satisfied it has cost me a 
good deal. It is not necessary to air 
the ancient feud between authors and 
publishers which led an author as well 
treated as Lord Byron was to write ; 
** Now Barabbas was a ”’— publisher, 

to get at this subject ; for it is not pur- 
posed wrongdoing that I wish to con- 
sider. The publisher cannot wrong 
the author in the matter of advertising, 
or of withholding publicity from his 
book without equally wronging him- 
self. 

The contract between author and 
pudlisher—to get at the beginning of 
this matter—is one of twokinds. The 
publisher either buys the copyright 
completely ; or he puts his money and 
skill in bringing out the book against 
the author’s wit and work in creating 
it. Out of every dollar received on the 
retail price (if a royalty is given) the 
publisher takes nine parts and leaves 
the tenth part to the author. He, on 
occasions, gives fifty dollars or a hun- 
dred dollars or more to the author in 
advance, to be deducted finally out of 
the royalty that may accrue. Better 
bargains than this may be made by the 
author, but they rarely are. Of course, 
if the publisher buys the author’s MS. 
outright, the advertising and every. 
thing else concerning it need not call 
for the author’s attention or solicitude. 

The author’s trouble is, unless he 
puts some provision about advertising 
the book in the contract, that—where 
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royalty is accepted—he cannot say how 
much shall be done, or in what me- 
diums or in what manner the book 
shall be advertised. The pubiisher 
will probably give it one or two adver- 
tisements at the outset, and then he 
stops. The author may then look in 
vain for any further announcement of 
his book. He will see a long list of 
the publisher’s other books. come out 
on Saturday and one other day in the 
dailies, and once a week in various 
leading weeklies ; but his book is not 
in the list. 

If the book has been selling fairly 
well the publisher pretends that no 
further advertising is necessary ; if it 
has not been selling well he sniffs at 
you and says: ‘‘It doesn’t pay— 
there’s no use of advertising ‘hat 
book.” He is like the fellow who 
lived under a very leaky roof. When 
he was asked why he didn’t mend it, 
he said: ‘‘ It doesn’t rain.” When it 
did rain, and the question was repeat- 
ed, he objected to spoiling a good suit 
of clothes and going up in a shower to 
mend it. 

The publisher, in fact, has the best 
of the author every time in this matter, 
unless the author is one of established 
fame or of sharply acquired experience. 
I am not an author of this first cate- 
gory. I have merely risen from the 
condition of a tenderfoot to one of the 
experienced class. But, not to speak 
of myself specially, I want to say this: 
I have no doubt there are hundreds of 
books in this country that have not 
failed from any lead in their composi- 
tion or from dullness, or worthlessness 
on their own part ; but simply because 
the constituency they appeal to do not 
know they exist. Either they were 
not advertised enough, or they were 
advertised in the wrong way. 

I was telling a leading publisher this 
the other day (not any of my own pub- 
lishers—for I am not on familiar terms 
enough with them), and he said; ‘‘ Ah, 
there’s the rub. If some one would 
only tell us how.” If I had told a 
publisher that I had a contract with the 
very best way to advertise, he would 
have thought one of two things: 
‘*What does this mere author know 
about the matter, any way?” or, 
‘* Whether he knows or not, he merely 
wishes us to pay a big sum on prop- 
erty partly his, the failure from which 
expenditure he does not bear, and the 
success from which lines his pocket.” 
Of course, my advice would have 
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been either right or wrong; but the 
publisher, like the leaky roof owner, 
would have had a negative answer for 
either condition. 

And yet I don’t feel quite like a 
novice, even in the matter of selling 
books. I frequent all places where 
they are sold; have bought about two 
hundred dollars’ worth a year for many 
years, and had a little experience at 
one time in both selling and publish. 
ing books. Now it seems to me that 
books, commercially speaking, are lux- 
uries or semi-luxuries—the very things 
that need to be widely noticed to ob- 
tain a sale. 

The commodities of the grocer and 
the clothier will be sought to some ex- 
tent, by everybody, if no sign or ad- 
vertisement appears—as the things 
these tradesmen sell must be had. 
But, if my particular book is to be 
sold, the public must first be made to 
know that it exists, and must hear 
something about it. 

There is one peculiarity about the 
retail book trade which shows this and 
the exceptional nature of book-selling 
clearly. When the customer goes to 
other stores the clerks approach him at 
once to serve him, on the supposition 
that he has his mind made up—as he 
almost certainly does. When he enters 
a book-store, unless his manner indi- 
cates a known want, he is let alone 
until he signals the desire to see a clerk 
or the proprietor. He may stay in 
the store indefinitely, go either side of 
the counter, and then go out without 
being questioned or interfered with. 
The reason is, the book-store patron is 
not supposed to have his mind made 
up. He goes in to perfect that pro- 
cess. He wishes to find out what is 
most appealing. 

Now, if the publisher of your book, 
‘“*The Beautiful Heiress,” has made 
the book-jobber and book-seller know 
that it exists, and that it is the novel of 
the year, if not of the century, the 
book will be in sight. If it has been 
so thoroughly and widely advertised 
that the general reader hears about it 
too, he is very likely—if he doesn’t see 
it on the shelves or front counter—to 
inquire for it at once. 

I know that book publishing is a 
risky business, while clothes making 
and food raising have a sure and calcu- 
lable vista ahead of them. But it 
stands to reason that you ought not to 
conclude to publish a book unless you 
have faith enough in it to stand the 

















expense of letting the public know of 
its existence. It is not enough to send 
150 copies to editors—though this 
thing is well; for the great multitude 
of buyers do not read the Literary 
Review column. You must in some 
way, if you are a publisher, announce 
the book vigorously where its natural 
constituency will be drawn to it. 

I know of first-class book publishers 
in this city who publish books that 
ought to sell largely or fairly at all 
book-stores and stands where new 
books sell, who do not succeed in let- 
ting the best selling places in this city 
know that such books are published. 
I have made some experiments on this 
point and know whereof I affirm. 

No wonder an author who has writ- 
ten a book, for which he does not 
claim extraordinary merit—and who is 
at a dreadful disadvantage from the 
fact that he is his own publisher and 
has no machinery for placing it—can 
still beat a regular publishing firm in 
his sales, when publishers do not half 
reach the places where books are sold 
within fifteen or twenty blocks of their 
doors ! 

There is a remedy for this sort of 
publishing delinquency somewhere, I 
am sure. I think I know some ele- 
ments that enter into it ; but, as they 
cannot be put in a brief space, or in 
cast-iron generalizations, I will not try 
to formulate them at the end of an 


article. 
—— — +o 


TAXING MURAL ADVERTISE- 
MENTS. 


France has now had a year’s experi- 
ence with her law taxing mural adver- 
tisements. Unfortunately, the measure 
was extended to help the treasury as 
well as relieve the eyes of the publié 
and as a revenue measure it has been a 
failure. A great many advertisers, to 
avoid paying the tax, have hired men to 
go around and dob out their advertise- 
ments, leaving rocks and _ boards 
more unsightly than they were before. 
About the only benefit the public has 
received, aside from an insignificant 
revenue, is that the industry of defacing 
walls has received a serious check. 

That which enabled the French phy- 
sician, who proposed this novel tax, to 
carry it through the Chamber of Depu- 
ties was the growing antipathy in the 
minds of the public against advertise- 
ments of this sort. The physician him- 
self wished to extend the tax so as to 


PRINTERS’ INK. 


489 


include all signs with letters more than 
six inches long on vans and delivery 
wagons. It seems a pity that this 
zealous crusader against public eye- 
sores did not provide better for the 
protection of the public in cases where 
his tariff yielded no revenue. Had his 
measure stipulated that the public au- 
thorities should tear down or erase the 
advertisements on which the tax was 
unpaid the entire revenue from the ad- 
vertisements that remained might have 
been expended in extinguishing all 
traces of the rest, but the public would 
have been vastly the gainer, and other 
countries would more quickly have im- 
itated France. 

Massachusetts, we believe, is the only 
American State that has taken action in 
this matter. In Massachusetts the 
method used was prohibitive instead of 
protective taxation. The Massachu- 
setts measure failed chiefly in that it 
did not apply to advertisements already 
up. Indeed, it is reported that a cer- 
tain patent medicine firm, whose adver- 
tisements had aroused the public senti- 
ment back of this bill, shrewdly lobbied 
in its behalf in order that the Haris 
vanilla (let us say) might continue to 
enjoy a sort of monopoly of the Mass- 
achusetts landscape. 

The taxing plan is far better. There 
are some who would deny that wall ad- 
vertisements had become public nuis- 
ances to such an extent as to justify 
the prohibition of those already erected. 
There is no one who doubts that their 
taxation would be more than justified. 
If such a law is needed in France, it is 
tenfold more needed in New York, 
We can never have a beautiful city or 
beautiful country so long as the owner 
of any conspicuous site may make 
money by inflicting eyesores upon the 
passing public.—V. Y. Commercial 
Advertiser. 





PLUMBING AND POULTRY. 
Hami ton, Ohio, Sept. 22, 1892, 
Editor of Prinvers’ INK: 

Do you think that there is any merit in the 
inclosed ad? The plumber's name is John P. 
Henn, It has attracted much attention since 
its appearance in our daily and creates in- 
quiry, which the advertiser considers of benefit 
in an advertising way. 

Tue Repusiican Co, 


JOHN P 


Sanitary Plumber 
Gas and Steam Fitter. 





ine Assortment of CAS FIN TUWES and BRACE. 
ETS always on band All orders promptly attended to 


923 Court St. Bet. Second and Third Sts. Telephone Connections 





Correspondence, 


A BOSTON PISCATORIAL ADVERTISE- 
MENT. 


CunTon, Mass., Oct. 3, 1892. 
Editor of Printers’ Ink: 

There is one feature of street advertising I 
do not recollect seeing in print, although it 
struck me as being very clever. A dealer in 
fishing tackle on Washington street, Boston, 
fitted up an aquarium in his show window, 
filed it with bright speckled fish and sur- 
rounded it with modern fishing outfits. Then 
in front of the store a typical fishing-man, im- 
ported or copied from a New Hampshire trout 
stream, paraded with his primitive gear, oc- 
casionally joining the crowd, peering in at the 
window. Behind him trotted a dudish-look- 
ing chap, loaded with all the paraphernalia 
which is supposed to astonish the natives of a 
fishing village, if it does not succeed in scar- 
ing away the fish. Rex 

The same sort of window display 
has been made elsewhere with good 
effect, notably at Spalding’s, the well- 
known sporting goods house. Another 
firm in the same line of business— 
Squires, on lower Broadway, New 
York—drew large crowds in front of a 
window, in which were imprisoned a 
dozen fine-looking live quail. ‘The 
window was fitted up so as to make the 
birds feel as much at home as possible, 
and no doubt many a sportsman was 
tempted by the sight and fell—a cus- 
tomer of the ingenious advertiser. 

nntnnialiaay voc 
IN NAVSARI, NEAR BOMBAY. 





Navsari, Sept. 8, 1892. 
Messrs. Geo. P. Rowell & Co., New York: 

Dear Sirs—You have exceeded your 

riod (March ’92) of sending me a copy of 

RINTERS’ INK. 

As an advertiser the amount of benefit that 
I have derived frem a perusal of it is zm- 
mense. It has likewise generated in my mind 
a vast store of xew ‘deas, which I have prac- 
tically utilized in writing out my ads., and 
certainly it would be the very height of un- 
gratefulness were | not to acknowledge the 
benefit as well as not to pay for what knowl- 
edge it has imparted me, so with great pleasure 
I beg to inclose herein one dollar as subscrip- 
tion for ene year, from March 1, 1892, to 
March 1, 1893. Although you have not asked 
for the subscription I beg to send it. 

In fine, I have but one suggestion to make 
that you give ‘l/ustrations, as far as prac- 
ticable, of some new designs—trade marks, 
the kind of wrappers to be folded around 
medicine phials, etc. Although there are 
many suggestions on these lines in the Print- 
Ens’ Ink, yet they are not understood without 
any illustrations. Yours faithfully, 

Kuoorsep M. Tata, 
Navsari, near Bombay (Trivia). 


Our esteemed Indian correspondent 
and subscriber in Navsari, near Bom- 
bay, is entitled to receive PRINTERS’ 
INK to January 1, 1894, in considera- 
tion of his one dollar. It used to cost 
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more to mail newspapers to Bombay 
than to Brooklyn, and we formerly 
exacted extra to cover postage, but 
since Mr. Wanamaker took the helm 
the cost is uniform, and so we can af- 
ford to treat our subscribers at the anti- 
podes just as well as we do those 
living next door. 





—__—_—_-~.> 


EASY TO ANSWER, 


East Las Vgaas, N. M., Oct. 3, 1892, 
Editor of Printers’ Ink: 
How can I best advertise my school in this 
city? . C. CAMPBELL, 
Prin. New West Academy, 
Mr. Campbell should prepare a tip- 
top advertisement and insert it in a 
first-class paper. 





WHAT BOSTON WANTS. 


* * * Make Printers’ INK a daily so 
that it will come oftener, Boston, 








HIS FAVORITE MEDIUM. 


J. B. Grove, ) 
Dry Goods, Cloaks, Carpets \ 
: and Shoes, 
Sruart, Iowa, Oct. 9, 1892. } 
Messrs. Geo. P. Rowell & Co, : 

Enclosed find postal note for $1.00 for sub- 
scription for one year to Printers’ Ink. 
see my time is up the 30th of month. 

Yours truly, . B. Grove. 

P. S.—Can you tell which paper published 
in Philadelphia does Mr, John Wanamaker 

G. 


use most in his advertising ? ES 
Answer : Book News. 
ttianmeniaaiatapleina 





A POLITICAL QUERY? 


Fort Vatiry LEADER, ) 
. C. Storey, Editor, 
Fort VAL.ey, Ga., Sept. 8, 1892. ‘ 
Editor of Prinrers’ Ink: 

Do you believe if Grover Cleveland was 
President he would allow his Postmaster Gen- 
eral to refuse justice to Printers’ INK as 
President Harrison allows Wanamaker? If 
not, how can you support Harrison? 

Yours truly, H. C, Storey. 

If PRINTERS INK, as a good Repub- 
lican, could be influenced by selfish 
motives, it would surely vote for the 
re-election of President Harrison. If 
Cleveland is elected Mr. Wanamaker 
will certainly be retained in office till 
next March. But just as soon as Mr. 
Harrison is assured of a second term, 
he will lose no time in unloading the 
one member of his cabinet who has 
proved such a veritable ‘‘ old man of 
the sea.” 

Sel camilla elias 

In the Office of Pudge.—Manag- 
ing Editor: See here, Jenks, how did that 
death notice get into this week's issue ? 

enks -! thought I'd run it in to sort of 
brighten up the paper, —Z7/e. 
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More Press Opinion. 


From the Wellington (Kan.) People’s Voice, 
Sept jO. 

It is an easy matter to find fault with the 
conduct of public officers, and often public 
servants are wrongfully accused of miscon- 
duct, but occasionally the partisan or personal 
malice of a public servant is so apparent that 
even his own party friends condemn and ex- 

«him. A case in pointis the action of the 

ostmaster-General towards PRinTEKS’ Ink, a 
trade journal of New York, Some jealous, 
designing persons, including several officious 
clerks in Mr. Wanamaker’s department, all at 
once concluded that Printers’ Ink was not 
admissable to the mails as second-class mat- 
ter, ‘There was no reason or grounds for such 
aconclusion, The publication is one of great 
merit and strictly legitimate, yet these self- 
constituted censors of the press caused it to 
be rejected by the Postmaster at New York 
city as entitled to second-class rates of post- 
age. Of coursethe publishers were indignant, 
and being men of means preferred to fight 
for what was clearly their right under the 
laws, in preference to doing homage to these 
blackmailers in official position. In the con- 
troversy the editor of Printers’ Ink did not 
hesitate to criticise the Post-Office Depart- 
ment, and thus brought out the real depth of 
the manhood possessed by the alleged pious, 
Christian Wanamaker In reply to numerous 
questions a from the publishers 
on Printers’ Ink the hypocritical and stereo- 

pi one! answer invariably came, ‘‘the question 

itted is involved in the case of PrinTExs’ 
so now under consideration of the law 
officer of this department, and until his opin- 
ion is received this office would not be war- 
ranted in discussing the subject.”” Thus, ac- 
tion has been put off from month to month 
for nearly a year, at an extra cost of $500 per 
week to the publishers—a clear case of high- 
way robbery, and though it has been con- 
clusively shown that the conclusions and 
reasons for excluding the publication were 
groundless, the Department still “has the 
case under advisement.”’ There seems to be 
no delay, no hesitancy, no conscientious scru- 
ples about allowing other similar publications 
and even editorial sheets in the interest ot the 
g. 0. p., which are in no sense a publication, 
to pass in the mails, but Printers’ INK must 
dance to the music and pay the fiddler also. 
Such officers as Wanamaker, Hazen, Foun- 
tain, ef ad, are a disgrace to an administration 
of a free people and should be given a dose of 
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their own medicine, and thrown out of office 
as second-class matter. If there is not there 
ought to be a law to compel these pious frauds 
to at least perform the functions of their 
offices and prohibit them from venting their 
ag on legitimate and worthy patrons of 
the Department. 
From the Atlantic City Daily Union, Oct. 8. 
One thing is certain and that is that Presi- 
dent Cleveland will appoint a Postmaster-Gen- 
eral who will have sufficient judgment not to 
discriminate against the admission to the mails 
of such a bright, sparkling and valuable little 
sheet as Printers’ Ink, If any paper on the 
earth is entitled to second-class postage 
Printers’ Ink is. The long persecuted pu 
lishers may find some consolation in the fact 
that Wanamaker has only a few months longer 
to stay. 
From the Alexandria (La.) Democrat, Oct. 5, 
Every Saturday’s mail brings us, among 
other exchanges, that bright and interesting 
little journal, Prinrers’ Inx, published by 
Messrs, Geo. P, Rowell & Co., of New York, 
and devoted to matters of interest to printers 
and advertisers, Some eight months ago it 
was refused admission in the mails by Post- 
master-General Wanamaker as second-class 
mail matter, and its proprietors have had 
= a time with the Post-Office Department, 
ghting what we think to be an outrage on 
the part of the postal authorities. As yet no 
decision has been rendered saying whether 
or not it should be classed as second-class mail 
matter, and its proprietors have been forced 
to deposit $500 per week with the authorities 
until the question is finally settled. We trust 
an adjustment will be made allowing it equal 
rights with all other newspapers. 
From the Chelsea (ifass.) Gazette, Oct. 8. 
Printers’ Ink, a weekly publication issued 
from ro Spruce street, New York, is an inter- 
esting journal for newspaper men and adver- 
tisers. It is not, however, admitted to the 
mails as second-class matter, but we cannot 
comprehend why not. 


: dite 
WE DON’T BELIEVE IT! 
From the Advertiser's Gazette. 

The-startling information was given me that 
the influence of a Philadelphia advertising 
agency was brought heavily to bear upon the 
Post-Office Department in its dealings with a 
certain New York trade periodical, with which 
it is at present having a bitter controversy re- 
garding second-class privilege. 
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From the President of the 
NEW YORK ASSOCIATED PRESS. 


Ass Irae. 
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Advertising Novelties. 





Manufacturers and users of advertising novel- 
ties are invited to send sp.cimcns for review 
under this head. 


From the New York Recorder: A 
shipping tag with a type-bar attached. 
The ‘‘type-bar” is a one-line electro- 
type, bearing the name of the person 
to whom this novel circular is sent. A 
string passed through a hole in the 
type-bar fastens it to the tag securely. 
The whole affair passes through the 
mails for two cents. Both sides of the 
tag bear reading matter. 


. 

From Hopcraft & Co., New York: 
Toothpicks in quill form, made of cel- 
luloid. The advertisement is printed 
lengthwise in gold. The toothpicks 
are made in red, white and blue. 

« 

From the New York World: A 
sterling silver pocket-piece, a little 
larger than a silver dollar. On the 
face it bears the paper's name and cir- 
culation statement, as well as the en- 
gtaved name of person to whom it is 
presented. On the reverse is a calendar 
for 1892, the souvenir having been sent 
out about the first of the year. The 
work is done by the Gorham Mfg. Co. 


« 
From the New York Sux: A neat 
wooden rule, with celluloid face. It 
measures eighty lines of agate. 


From the manufacturers of Goiden 
Sceptre tobacco: A clever imitation, 
in pasteboard, of a baggage check. 


From Hopcraft & Co., New York : 
A political advertising novelty, made 
of paper, in the form of a baby’s diaper. 
It bears a portrait of Grover Cleveland 
and the inscription : ‘‘ Vote for papa— 
Baby Ruth.” 

. 


From the /nternational Journal of 
Surgery, New York: A glass paper 
weight, with a reduced fac-simile of 
the cover of the paper showing through 
the glass. 

* 


From Surbrug, 159 Fulton street, 
New York: An imitation, in paste- 
board, of a night latch-key, ‘bearing an 
advertisement of the Hotel Brunswick 
cigars, 
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AN IMPORTANT FACT. 


To say that the people of a country cannot 
get justice in their courts is to indict the goy- 
ernment of that country.—London Times, 

If there is any method of appeal to 
the courts to obtain the righting of a 
wrong done to a citizen by the head of 
one of the departments of the govern- 
ment, we have never been able to as- 
certain how it can be done. The action 
of the Postmaster-General in the case 
of PRINTERS’ INK illustrates the point. 
Every young lawyer asks, ‘‘ Why don’t 
you do so and so?” Every wise law- 
yer shakes his head and expresses doubt 
whether any court has jurisdiction. 

Although the investigation of the 
case of PRINTERS’ INK was referred by 
the head of the Post-Office Department 
to its law officer, Assistant District At- 
torney Tyner, in March last, yet the 
decision rendered in June was made 
by the Postmaster-General himself, who 
heard none of the evidence nor the ar- 
guments. Judge Tyner informs us that 
HE has rendered no decision. PRINT- 
ERS’ INK respectfully claims that it is 
entitled to a verdict from the same tri- 
bunal that heard the evidence and the 
arguments. 


ee Sane 
PROVERBS FOR ADVERTISERS. 


The firm is dead that does not adver- 
tise. 

A world of wealth lies in that one 
word—advertising. 

Let thy advertisement be short, com- 
prehending much in few words. 

Know how sublime a thing it is to 
advertise and be famous. 

An effective advertisement is a fair 
estate. 

A little advertisement may save a 
deal of idleness. 

A false circulation is abomination to 
the advertiser, but a guarantee is his 
delight. 

A good advertisement keeps off 
wrinkles. 

He gets the best position that pays 
cash in advance. 

Advertising is a constant want, and 
should be a constant study. 

Measure your space before you write 
your advertisement. 

Let your goods be known among all 
men, 

An advertisement should be intense 
expression of condensed idea—one 
pithy line more pregnant than a windy 
column. 

—From an English paper. 




















Western Journalism.—Western Ed- 
itor: Any news to-day? 

Reporter—No, sir ; nothing happening. 

Editor—Well, take my six-shooter and go 
out and make something happen.— Ex 


Conscientious perusal of the chil- 
dren’s stories published in some of the juvenile 
magazines would almost lead the readers to 
believe that the writers wouldn’t know a child 
on sight. —Somerville Journal, 


Liked the Scheme. — Enterprising 
Druggist: Here’s a card, madam. Each time 
you buy something I'll punch it, When $2 
yok punched you get five soda water tickets 


fre 
‘Madam—That’s a fine idea. I'll take two 
dollars’ worth of postage stamps now—/«.¢ge. 


A Stayer. — Miss Gasket (at 11:30 
p.M.): Do you know, Mr. Sappy, I am sure 
you would make an excellent editor of a rural 
newspaper. 

Sappy (pleased) — —Weally, now, Miss Gas- 


Miss Gasket—Indeed, I do. Your motto 
seems to be, ** I have come to stay.””—Detrott 
Free Press. 


Their Nationality.—The reporter on 
a Western newspaper timidly approached the 
city editor’s desk, after the manner of Western 
reporters, 

“There isa delegation of foreign visitors at 

the Cornucopia Hotel, sir,”’ he announce: 

“Where from?” queried the city editor, 
jabbing a large blue pencil through a small 
ocal item. 

“IT don’t know, sir. There’s a whole string 
of Kellys, and Murphys and O' Hooligans, 
and McGinnises and Harrigans, | and O’Raff- 
ertys and Brannigans, and Mc—” 

“That's enough, 7 said the city editor, 
holding up his hand. ‘They're from New 
York city, of course. Go down and see what 
they're here for.”’—Zi/e. 


WANTS. 





Advertisements under this head, 6 lines (36 
words) or less, one time, $1.00. 


et ent ee. 





G OOD all-round printer wants 
I sitio pe A References. 
98, Haddam, Kansa 


FFF EW persons to & writing at their homes; 
light work ; good pay ; eee 10c. for sta- 
tenery ant and instructions. W. 0. TAYLOR, Arch- 


OV. ist—An experienced advertising 
4N open for an engagement, either as adver- 
ae ore for a company or as solicitor. 


Printers’ Ink. 


V 7 ANTED—A plain sonorous —, oe our 
new flavor for ice cream, &e. 
.00 for the one selected. PAUL RiEoER, 611 
nt St., San Francisco, Cal. 


WP The address of an advertisin; 
mt, or agency, havin, pa an establish 
among law ‘ publishers. Address 
-»” P. O. Box 609, New York. 


clientag 
G. H. 
j 7 ANTED—To purchase, in large or small 
quantities, misdirected and old, unused 
postal cards. It does not matter if the backs are 
— printing. E. T. PARKER, Bethle- 
em. 


E NTERPRISING men, wishing to work for the 
= 42 to buy State and county 


nt 


righss of n Non- DCO, — 
cave. THE ‘CH. ERGMAN ED. CO., James- 
wn, 


W ANT ADVERTISEMENTS in PRINTERS’ INK 
under this head, six lines (thirty-six words, 


or} will be inserted one time for one dollar. 
For additional space, or continued insertions, 
the rate is 75 cents a line each issue. 


PRINTERS’ INK. 
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wat D—Canvassers to obtain oy, ions 
and poo ee Address P ERS’ 


INK, 10 Spruce St., New York. 


\ 7 ANTED—Two-cent stam} stamp from one live re- 

tail advertiser in each county in the United 
States, for which I will send iculars of a new 
series of “starters” for 0: al, novel, 
taking. C. DE VOS, Battle Creek, 


W E want all publishers w who use oD 

fit Fn ices and iculars of the World's 
Fair Edition of Ropp’s a eens a 
standard premium article for ey Cc. 
ROPP & SONS, 199 Randolpt Street, cago. 
W4ar=4 bright, youss man, in Boston 

and New York, to write a semi-monthly 
gossipy news-letter for a journal for gene: 
advertisers; compensation, fame and a little 
money. C. TURNER, 52 ‘Auditorium, 
Chicago. 


T= REPUBLICAN AND AND LEADER, at La 
Cc Wis., wants a capable man e 
charge of its job department. Position perma- 


nent to satis aug 4 rty. To save time and 
correspondence, letters from employer 
with application. 


** rN, HREE HEADS,” showing the Mustache 
lmprover, attracted your vreeanepo You 


wish to train your a "1 
40c. tal note or # per 
ents; a seller. RUSSELL © COM PANY. 7 "Dey 


Street, New York. 

V 7 ANTED—A man of ability and experience 
to take charge of our law book business. 

He must ) gg all about old and new books, State 

reponse. = have Prete at his to’ e’s end. 
—ae a ‘busy man. . H. LOWDERMILK & 

CO., Washington, D. C. 


WASTED Patent medicine manufacturers 
ny 5 others seeking the trade of the con- 





sumer, to buy our new Directory of the ows ~ | 
La Fayette and Ti anoe County. Full 
comers. ice, as DIRECTOR PUBLISH. 


CO., La Fayette, Ind. 


E XPERT SERVICE for Advertisers.—That’s 
4 what we furnish ; new designs, cuts, written 
matter, or one part only ; — rssupplied regu- 
ay at —_ Fira. aes agente ware rerot 

" ress, “plainly, MART LEAGUE, 
World Building. New Yor! 


AVE 7,000 LETTERS FROM ORDER GIVERS 
and inquirers for the “Express Dupli- 
cator,”’ the best multiple conving d© device ; repro- 
ae aS writin, Sy" and efficient] 
nS 0 is interested! C, BEN- 
GER. & ‘Son 3a Dey Street Street, New York. 


NOUNTRY NEWSPAPERS—An omen 
/ vertising man wishes to 
or Southern news ing an of at i thie end ond. it 


are wish of — n 

are wishin oe get f 

wM PSON, 21 Pack Row, New Yor! k. 

Ww prion Orders for. posting of newspape' 
paper, print, fold ond 

mail. ways in type storie<, departments 

and miscellan ove use in padding out. 


PRINTING CO., 15 1p Vandewater P ee Y. City. 


\V ANTED Busi of daily. 
Confident I can inerease business of any 

daily. Have on $12,000 advertising in th 

“<= pes 3 mos. this year. Experienced from com- 


-. Address 
oO HA L, Pw 54 N. Main St., Providence, R. I. 


WANTa tion as advertising manager ; am 
rinter and newspaper man ; rood 
all branches printing and e 
; nudge, advertising valenss forcefu. 
sement writer; th ears advel manager 
oflarge concern. “ TROSLIN "care Printers’ Ink. 
JRINTER—Young, , neat, q qui ick, progressive. 
reliable rineer, who is familiar with all- 
around country — Suny noueatass = b+ in 80! 
y 


ie 
2 





tic ad- 


business, 








and un 

ot oe or will work on trial. Address, stat- 

Bn Rts URBER, Com. Room, Jour- 
Lincoln, Neb. 


Vy 7 ANTED—ADVERTISERS to send for sample 
copies and _ advertisin rete of the KiN- 
DERGARTEN NEWS, Buffalo, N  F. . ¥., who will i Ans 


its 
being satisfied on these a ae place a trial order 
init. Please answer at once, ‘before space is 
full to make room for you. 
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| be? BASTERFIBOES An Elegant Fall Ad- 
rtising Sheet. Suitable for any business. 

Send six cents for sample copy. RIFFITH, 

AXTELL & CADY CO., Embossers, Holyoke, Mass 


ERMAN NEWSPAPER MAN and puatttent 
printer, with some means, wants to bu 
newspaper and printing office (with or without 
2. printing), or to know of a location 
re to start. Address “ G.,” 100, ters’ Ink. 


- } ye na = ae adv. writer (now in charge 
a mail order depts. ie a 
big dept. house open for an offer. Three 
ears in present eaatilinn tam years’ experience. 
teereine catalogues. Wants bigger field. Sam 
Bret, of won sent. Ro eee ddress ‘‘ PER- 
rs’ 


W ASTED_situation as editor or manager of 
newspaper ; or will accept foremanship of 
non-union com ng room. Experienced, sober, 
marty peers old, married, good record, unexcel- 


led references ; ‘also will Sonaider proposals to 
lease or ae gd for share of profits. 
Address “ K.,” 


ys SOUTH—Sentiment is beautiful, but not 
business. We — your Southern’ newspa- 
yer advertising ; no use we are Southern 
rs, but because we Race the South, the papers’ 
cirbalasion, cost, ont class of readers of each 
wrt. We know, othe ess. SOUTH- 
STATES ADVERTISING BUREAU, Nash- 

ville, Tenn. 


Ww4 NTED—General, State and Local Agents 
for one of the best Building and Loan Asso- 
ciations in the count ood contracts for live 
ne pre’ mm, but with energetic, 
le men aagh nt experience is not_abso- 

re eneenary, i pert culars address TROP- 
IGA tg G AN INVESTMENT CO., Key 
West, Florida. 


W ANTED—Purchaser for a leading newspaper 
in Northeast Georgia ; located in the min- 

eral and above the negro belt ; fourteen hundred 

feet above sea level; just the place and business 

for some Northern man looking for a healt 

and live location. County seat; electric ligh 

waterworks, etc. Gold, silver, iron, asbestos an 
recious jewels found here. Address INDUS- 
IAL NEWS, Gainesville, Georgia. 





BILL POSTING & DISTRIBUTING. 


Under this head, 2 lines (12 monte) will be 
inserted 3 times for $1.00. 


Fe the purpose of invites announcements of 
addresses of local bill posters and distrib- 
utors, two lines (12 i 4, a less will inserted 
three times under this heading a? one ag 
or three months for five dollars. Cash with the 
order. More space 75 cents a line each issue. 


oe. 


ADVERTISING NOVELTIES. 


Stentor under this head, 6 aon (36 
ords or less), one time $1.00. 


“cinds of stoc cock plates. CUTS—All sizes. All 


fted on Arstordes, PUBLI RS 
ited on first order. PU LISHERS & P PRINTERS? 
SUPPLY CO., 325 Dearborn St., Chicago, Ill. 


yes the nine of inviting announcements 

of Advert thang liki =i to benefit 
as well as 5 advertiser, 6 lines, 36 words or 

less, will be inserted under this head once for 

one dollar. Cash with order. More s 

tinued insertions 75 cents a line each issu 


Rience, witt paint Atlant ot) 15 years experi- 
ence, nt “ 
axis e's antic muslin signs, 


ters or less, in fine stye, Al oil 
gaara t for $2 each. By mail, #2.25. GF HA RD- 

ING, Wu ro,N. Y, Sole m’f’r “ Chromatic” ” 
Adv'g Signs. Everything in the line. Moderate 





ADDRESSES AND ADDRESSING. 


Advertisements under this head, 4 ‘waned (36 
words or less), one time rie 


P= who have facilities for bringing ad- 
ertisers and consumers into contact through 
lists of names and may announce them 
in 6 lines, 36 words or less, under this head once 
for one dollar. Cash with order, More — 
continued insertions 75 cents a line each 





Je tes. ge Teg Ri e 


FOR SALE. 
Advertisements under this head 7 cents a line, 


Paw FOR NEWSPAPERS. EMPIRE 
146 Worth St., New ¥ New York. 


Se ILLUSTRATIONS for papers. Cat- 
alogue, 25c. M. ILLUS . CO., Newark, N. J, 


A® PREMIUMS—The Art 2 Art Amateur’s exquisite 
Color Studies for copying a es 
MONTAGUE MARKS, 23 Union 8q., 


EOL eg ated tera 9th year. 
a ow departments. $1,000 cash 
w. 4 FRED {EDERIC 8, 5 Pratt | St., Allston, Mass. 


6 OOO HALF CASH, takes the only Demo- 

)y cratic a New" ¥ ‘(daily and weekly) in 

the finest town York State. Address 
“QUICK,” Printers 


| ye SALE—A copy py of the the American Newspa- 

r Directory for 189. Price five dollars. 
Sent carriage paid. Address GEO. P. ROWELL 
& CO., publishers, 10 Spruce St., New York. 


1 00, () 00 Agents’ addresses, printed and 

gummed. We sell of any State at 
$2 00 1, doo and pay forfeit 4cts on each returned 
“dead.” Try 1,000. AGENT’S HERALD, Phila , Pa. 


rok! SALE—Our services in in had "shall cred for you 

an illustrated pape: reditably 
and p ree genny | rep’ A. you your trade 
and assist n selling your LF Address 
PICTORIAL WEEKLIES CO., 28 West 23d Street, 
New York. 


1 ae. BARGAIN—A well established and good 

peat ng class or trade journal in the best city 
in the South is offered for sale at a bargain, the 
owner being unable to devote sufficient atten- 
tion to it. For particulars address “‘ PUBLISH 
ER,” 190 Forest Ave., Atlanta, Ga. 


NE DOLLAR, sent now, will advance any sub- 
scription to ie = ag INK from date of 
expiration to January 1894. After Dec. 3ist 
the rate ¢ of subscription will be advanced 0 2a 
year. ry one who wants the paper, every one 
who likes t the © paper, every one who 
= the little paper in i fe le for 
mee, - e ress 

7 sending subscription now. Address (in- 
osing one olan) PRINTERS’ INK, New York. 


> 


SPECIAL NOTICES. 








Advertisements under this head, two lines or 
more, without display, Te. a line. 
( ‘\ RIT 
I 
yas BIBBER’S. 
@ POKANE SPOKESMAN. 
K 
I EVEY’S INKS are the best. New York. 
4 
OHN T. MULLINS’ MAILING AGENCY, Faulk- 
n $2 per 1,000 


Del. 
Burrate TIMES proves over 33,000 circula- 
tion. It will pay you. 
OSTON HOTEL GUIDE means customers. 
It’s got the circulation. #2. 
GENTS GUIDE, New York. The leading 
4\ agents’ paper. Send for copy 
BUYS 4 LINES. 50,000 co) ries PROVEN. 
WOMAN'S WORK, Athens, Ga. 
8 por IT IN THE POST,’ POST,” South Band, — 
Only morning paper in Northwest I 
N EDICAL BRIEF (St. Louis). I ell 
| tion of any medical dical journal in the world. 
I EWEY’S Canada List (60 eo papers) i adv. rates 
30c. line. D. R. DEWEY, ton, Can. 
‘Tas BRICKMAKER, Chicago, Ill., twice a 
month reaches 10,000 one machinery. 


ATENTS.—DAVIS & CO., 605 Seventh St, 


Washington, Db. C. CHARGES MODERATE. 
2»  () For 5 lines 26 days. 6 da; m, Sate. = 
$1 mi TERPRISE, Brockton Mass. 
DVERTISERS’ GUIDE. _ Mailed on resto 
stamp. STANLEY DAY, New Market, N. J, 



























UPERIOR Mechanical Engraving. td mee 
S trotype Eng. Co., 7 New Chambers N, ¥. 
T IS BIGGER — THE TERRE raw EX- 
] PRESS S—than any paper in Indiana outside 








SAS is thoroughly covered by THE KAN- 

K nt WEEKLY CAPITAL, Topeka, Kan , the 
farm and family newspaper of the state. 

UR nates = so low (10c ) we can’t buy a 
We prove 20,000 cire’n. Sample 

oth os ‘STRATED WEEKLY, Topeka, Kansas, 


‘HE PEOPLE’S ILLUSTRATED JOURNAL 
‘I (monthly), New Orleans, La. A Southern fam- 
ily magazine, it reaches Sou’ rn homes. Adv’tiset 


TRECTORY PUBLISHERS, please send ores 
| ) lars a1 and orice list of your directories to U 8. 
ADDRESS co. L Box 1407, Bradford, McKean 
Co., Pa 


® 


= 


PRINTERS’ 





INK, 


era DEALERS—M. Plummer & Co., 1 

St., N. Y., sell every kind of paper 
used by —¥ inters and publishers, at lowest prices. 
Full line quality of Printers’ Ink. 


‘ ALAXY OF MUSIC, Boston, Mass.—We prove 

3 what we say or no pay. Circulation for 
August, 20,854. Average for year, 23,838 copies. 
Rates and sample free. Corresp 


TH OHIO STATE JOURHAL goes to th 

homes of the = yankee; B in 
Daily, 12,500; Wee Sunday, . 
Ne ally all the’ 1 "General advertisers use its 
columns regularly. 


T EFERRING to ee GALVESTON NEWS, Geo. 

P. Rowell & Co. 110 of Printers’ Ink, 

omg 20th, 92, say : Mo ‘here is also an ly 

r in Galveston, daily and weekly, that 

goes well ¢ over the whole of Texas.” For sample 

copies, rates of advertising, “Nene address A. H. 
BELO & CO., Galveston, Texas 





—® 


PROTECTION + 
RECIPROCITY.” 


If any one believes that the Post-Office Depart- 


ment of the United States is conducted honestly 


and impartially, and with a desire to facilitate 


business interests he is 


recommended to exam- 


ine a copy of the now famous monthly periodi- 


cal called ‘ Protection 
lished by the 


Committee, and compare it with PRIN 


The Department decides that: 


‘* Protection and Reciprocity 


and PRINTERS’ INK is a Circular. 


Periodical ; 


Republican 


and Reciprocity,” pub- 
National Campaign 


NTERS’ INK. 


>? 


is a legitimate 


For the purpose of making it easy to compare 


the 
ble good faith of the 
copy of the 


Post-Office authorities, 


two publications and decide upon the proba- 


a 


admitted-to-be legitimate second- 


| class periodical, “Protection and Reciprocity,” 


is inclosed with this issue of PRINTERS’ INK. 











496 
PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 





PUBLICATION OFFICES : 
No. 10 Spruce Street, New York. 
No. 138 Fleet Street, E. C., London. 


Issued every Wednesday. Subscription Price: 
One Dollar a year in advance; single copies, 
Five Cents. No back numbers. Wholesale 
price, Three Dollars a hundred. 

ADVERTISEMENTS, 75 cents a line ; $150 a page ; 
one-half page, $75; one-fourth page, $37.50. 
Twenty-five per cent additional for special posi- 
tions—when granted. First and last page fifty 
per cent additional. Special Notices or For Sale, 
two lines or more, 75 cents a line; Wants, six 
lines, 36 words or less, one time, $1.90. Ad- 
vertisements must be handed in one week before 
the day of publication. 


JOHN IRVING ROMER, EDITOR. 


NEW YORK, OCTOBER 19, 18092. 





AN electrotype of ‘‘ Chip’s”’ illustra- 
tion of Post-Office impartiality will be 
furnished free to any applicant who 
wishes to make use of it, or sent, car- 
riage paid, on receipt of postage— 
wood back twenty, metal forty cents. 





Mr. Harry Dacre, who describes 
himself as ‘‘ England’s celebrated au- 
thor-composer,” and among whose mas- 
ter-pieces are numbered ‘‘ Katie Con- 
nor,” ‘* Playmates,” etc., is sending a 
circular to advertisers proffering his 
services as an advertisement ‘‘con- 
cocter.” Among the list of his ac- 
complishments is set forth the follow- 
ing: 

We suggest novel names for new inventions, 

We compile books and pamphlets extolling 
the merits of patent medicines or any other 
manufactured article. 

We write sensational and exciting para- 
graphs, stories and sketches, bringing out the 
subject advertised skillfully and effectively. 
This is known as the “‘Spoot’’ ad. It isa 
corker. 

We can boom your business in any way, 
shape, style, manrer or form known to 
mortals. Give us a trial, 

While some or all of these things 
may have been done before by regular 
advertisement writers in a casual way, 
to Mr. Dacre belongs the peculiar 
credit of establishing an agency where 
this aggregation of genius is kept, so 
to speak, ‘‘on tap.” Imagine the in- 


nocent joy with which Mr. Hood or Dr. 
Pierce—when in need of a ‘* Spoof ” ad 
—will draw upon the author of ‘‘ Sweet 
Katie Connor” for one of his charac- 
Dacre 


teristic ‘‘corkers.” But Mr. 





PRINTERS’ 





INK. 


does not limit himself to the produc. 
tion of advertising ‘‘ corkers” ; he also 
offers to ‘‘ embellish MSS. of novels, 
dramas, operas, etc.—Literary work of 
any kind undertaken.” Further on we 
read: ‘‘ A good article and a good ad- 
vertisement zs the high road to for- 
tune,” which is good sense if somewhat 
faulty grammar for a general under- 
taker (!) of literature. Still one quo- 
tation more from this interesting circu- 
lar: 

The reason I am writing specially to you is 
that you appear to advertise largely but inef- 
fectually, inasmuch as a lack of originality is 
displayed in the method. A mere bald, unat- 
tractive statement of articies for sale is not 
read by the public. 

This must be sad news to such an 
advertiser as the Royal Baking Powder 
Co. (ordinarily supposed to be prosper- 
ous), but which has spent more money 
than any other American advertiser in 
proclaiming the legend, ‘‘ Royal Bak- 
ing Powder, absolutely pure.” 

We are not inclined, however, to 
give credence to the rumor that the 
current Sapolio poetry is the product 
of the collaboration of the author of 
‘* Sweet Katie Connor ” with the author 
of ‘*‘ Little Annie Rooney.” PRINTERS’ 
INK prefers to believe a man innocent 
of a crime until proved otherwise. 





WE print in this issue the signed 
opinion of prominent newspaper men, 
politicians, Congressmen and Senators 
that PRINTERS’ INK is entitled to cir- 
culation in the mails as second-class 
matter. 

Publishers of legitimate class papers 
like PRINTERS’ INK, Book News, Sci- 
entific American, and many thousand 
others would be glad to see the day 
when the law, instead of a clerk in the 
Post-Office Department, shall define 
what is and what is not a periodical, 
and it shall be possible to have a de- 
cision without waiting a month or a 
year, 

THIS is a good rule for preparing 
an advertisement: Write it out, no 
matter at what length, putting in 
everything worth saying; next, ex- 
amine it critically, with the purpose of 
ascertaining how many words can be 
stricken out without injuring the sense. 
Nothing need be said for ornament. 
Write plain and honest facts; claim 
nothing but what is strictly true, and 
be sure to claim all that is true. Con- 
sult taste rather than space in the use 
of display. 
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A $50,000 CAMPAIGN FUND. 


There are over 10,000 weekly news- 
papers in the United States having an 
average circulation of more than one 
thousand copies each. If half of these 
are Republican, and all of that political 
shade avail themselves of the privilege 
of folding in, as a free supplement, the 
campaign document known as Protec- 
tion and Reciprocity, then five million 
copies of these are distributed prac- 
tically postage free. To send out 
an equal number of Democratic cam- 
paign circulars would require a pay- 
ment of the snug sum of fifty thousand 
dollars a month for postage. Verily, 
there is some advantage accruing to the 
political party that controls the Post- 
Office. The fact that the document 
mailed violates the law don’t count, 
because while the Department is con- 
sidering the question of legality the 
election will have taken place, and then 
(the occasion for the free use of the 
mails for an improper purpose having 
passed by) the permission to do it will 
be withdrawn, very much to the relief 
of the publishers, who have neither the 
wish nor intention of issuing any 
longer. 





- 


HOW AND WHEN. 
One of the most respectable of our 
many imitators reports an instance 
where seven or eight copies of PRINT- 





ERS’ INK are taken in one office and 
wonders thereat. Here is a similar 
case : 


CLEVELAND Wor tp, 
CLEVELAND, O., Oct. 4, 1892. 
Printers’ Ink, New York City: 

Inclosed please find $5 in payment of five 
subscriptions to Printers’ Ink for 1893. Send 
one copy each to the following addresses: 

B. F. Bower, 909 Prospect strect ; 
R. T. Deacon, 
George A. Robertson, 
N. A, Pollock, 
Advertising Manager— 
all at Cleveland Wor/d office, Cleveland, O. 

We trust that the publishers of the country 
will promptly respond to your circular inviting 
cash subscriptions. Printers’ INK would be 
greatly missed in this office. Yours truly, 

B. F. Bower, General Manager. 


It is not strange that the ‘‘ Little 
Schoolmaster in the art of advertising ” 
should have quite a class among the 
earnest employees of establishments 
presided over by the brightest advertis- 
ers and most successful business men. 
It is expected that thousands of such 
classes will be formed before the end 
of the year, for PRINTERS’ INK can 


PRINTERS’ 
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now be ordered for 14 months, ending 
Jan. Ist, 1894, for one dollar; but 
atter December the subscription price 
will be advanced to $2 a year. 
ee 


‘“THE VOTER’S LIBRARY.” 








The Republican Campaign Commit- 
tee, with the knowledge and connivance 
of Mr. Wanamaker, Postrmaster-Gen- 
eral, have registered at the Post-Office 
what they call ‘*‘ The Voter’s Library.” 
This, they claim, is a regular publica- 
tion, and in this way Mr. Wanamaker 
permits Republican campaign text- 
books to pass through the mails at two 
cents a pound, while the Democratic 
National Committee have to pay a cent 
for every two ounces or fractional part 
of two ounces. The Department fa- 
vors Republicans over Democrats just 
as in business matters it discriminates 
in favor of Book News and against 
PRINTERS’ INK. Mr. Harrison needs 
no such dishonest advantage. 


— 








Ir the Republican campaign docu- 
ments were treated as PRINTERS’ INK 
has been, the Post-Office would be in 
receipt of more than $25,000 dollars a 
week for a service it now performs for 
nothing. It is not noticed, however, 
that any Democratic literature has been 
passed through the mails free thus far. 
A saving of $25,000 a week is a fine 
addition to a campaign fund. 








A CuIcaco publisher, whose letter 
appears elsewhere, has been for six 
months trying to learn from A. D. 
Hazen, 3rd Asst. P.: M. General, 
whether his paper is or is not legitimate 
second-class matter. If it takes so 
long to make up his mind would it not 
be well for Mr. Hazen to keep his 
hands off until he has arrived at a con- 
clusion one way or another? If he had 
been as slow in dealing with Protec- 
tion and Reciprocity, the election 
would have been over before the ques- 
tion was settled. 


ae 


‘* Ir does not pay to advertise during 
a Presidential campaign.” This re- 
mark has been made quite often, and 
many believe it and follow that idea, 
not because they know, but because 
they read it—that’s the effect of adver- 
tising. 

We insist the time to advertise is 
during a_ political campaign.— 7he 


Great Divide. 
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The Advertising World. 
Readers are invited to send in news items for 
use in this column. 
Mr. Dalton, of Hall & Ruckel, is 
placing a good amount of Sozodont 
business. 





Henry Bright, of the Tribune build- 
ing, has just added to his list of papers 
the Hartford Courant. 





R. L. Watkins, of Prospect, O., is 
controlling a large amount of the nov- 
elty advertising of the West. 





A firm in this city is about to place 
on the market a new food, which wiil 
be very extensively advertised. 





Remington Bros., of Pittsburgh, are 
placing an extensive line of advertising 
for Dr. Bridgman’s Rheumatic Ring. 





Mr. G. D. Dana, of the Excelsior 
Manufacturing Co., of St. Louis, is 
booming the Charter Oak Stove into 
prominence. More publicity than ever 
is to be purchased. 





Chas. H. Fuller & Co., of Chicago, 
are placing the Gannett-Morse busi- 
ness, as well as the advertisements of 
the Paris Art Co., Superior Stove Co., 
and F. C. Barnes. 





W. W. Baird, of Detroit, has 
branched out into general advertis- 
ing, and is placing the Holly Rein 
Holder and a number of other Detroit 
advertisements. 





The Schlitz Brewing Co., of Mil- 
waukee, is about to make an effort to 
secure the largest business of any 
brewery in the States. Advertising, 
therefore, will soon be done lavishly. 





Mr. H. D. La Coste, who represents 
several Western dailies in New York, 
has just added to his list the Grand 
Rapids (Mich.) Democrat and the 
Youngstown (Ohio) Vindicator. 





The Armour Packing Co., of Kansas 
City, is preparing for a big campaign 
with luncheon beef, silver churn butter- 
ine and the white label soups, advertise- 
ments of the latter having been running 
in the magazines for some time. An 
advertising man from that part of the 
country tells me that some $300,000 
are to be expended in general adver- 
tising by this concern. 


PRINTERS’ INK. 





Dr. Greene, of Nervura fame, has 
just had printed three million pamph. 
lets at a cost of $17,000 ; these pamph- 
lets taking the novel form of a home 
paper containing miscellaneous Treading 
matter and some very fair cuts. 





Mr. A. H. Siegfried, special repre. 
sentative of the Chicago Mews, never 
visits an advertiser without having 
made, in advance, an appointment for 
an interview. He believes himself to 
be the only man in his line of business 
who pursues these tactics. 





Geo. M. Savage, of Detroit, is offer. 
ing an advertisement of the Stanley 
Prize Medicine Co., of Detroit, Mich., 
amounting to eight inches, single col- 
umn, the advertisement being of simi- 
lar character to that of the notorious 
Ford Pill Co’s guessing contest. 





Mr. B. F. Bowen, the general man- 
ager of the Cleveland Wor/d, was in 
town the first of the month and visited 
advertisers in company with his special 
agent, Mr. S. C. Beckwith. He ad- 
mits having taken back contracts to the 
amount of $9,000 as the result of the 
trip. 





The Detroit Stove Works will be 
among the most prominently advertised 
Western houses this winter, the jewel 
stoves and ranges being their leaders, 
This firm has just finished covering a 
large Western territory with advertis- 
ing signs, and its attention will now be 
turned to the newspapers. 





While this season will undoubtedly 
be an unusually good one for newspa- 
per advertising, the sign and brush 
men have also an_ unprecedented 
amount of business. ‘‘ Hote” has 
been overwhelmed with business, and 
he says that newspaper and sign space 
during the World’s Fair period will be 
at a premium. 





Arrangements have been completed 
by John A. Thayer, Jr., manager of 
the advertising department of the Za- 
dies’ Home Fournal, which brings 
twenty full cover page advertisements 
to that publication for the year 1893. 
Cuticura Soap will occupy the second 
cover page for the entire year, and 
Pearline, Mellin’s Food, and _ the 
Columbia Bicycle announcements on 
the fourth cover page complete the list 
to date. 





gd 
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The New York Recorder claims to 
have beaten the Wor/d on Sunday, Oc- 
tober 9, by having 171% columns of 
advertising against the latter paper’s 
170% columns. This, Mr. Turner 
says, is the first and only time within 
the past five years that any newspaper 
in New York city has contained more 
legitimate advertising than the World, 





That a good article well advertised 
is generally successful is again ex- 
emplified in the case of Mr. Stewart 
Hartshorn, whose well known shade- 
rollers are now in such demand. Two 
new factories are being built for him, 
one in Muskegon, Mich., and one in 
Newark, N. J. Three large factories 
are already running on full time, to 
meet the demand that was filled a few 
years ago by a very small plant. 

G. A. SYKEs. 





aa 


“BUSINESS” METHODS. 





Tue Orrice Men’s Recorp Co,, 
HICAGO, Oct. 6, 1892. 
Mr. Yohn Irving Romer: 

We are interested listeners in the contro- 
versy between your valuable little journal and 
“the powers that be’’ in the > 
similar business-like treatment isalso accorded 
to our magazine, and for similar reasons. On 
August 16, and in reply to our ¢ ication 


PRINTERS’ INK, 
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FROM AN ADMIRER OF WANAMAKER. 


Younc Men’s Curistian Association, 
Fort Situ, Ark., Sept. 24, 1892, t 
Editor of Printers’ Inx: 


I am greatly interested in the vital little 

uestion entitled * P. O. vs. P. I."’ Although 

have always been a great admirer of Mr, 
Wanamaker, yet I deplore his actions in this 
matter, 

Allow me to say this, in commendation of 
Printers’ Ink: Of the many periodicals 
which come to our reading-room there are but 
six of them that I read thoroughly, 7. ¢., read- 
ing matter, advertisements and all, These 
six are the Young Men's Era, Golden Rule, 
Current Literature, Good Health, Record 
of Christian Work and Printers’ Ink, Of 
these I enjoy none better than Printers’ Ink. 
By the way, the Record of Christian Work is 
published as much, if not more, in the in- 
terests of Revell & Co’s trade as Printers’ 
Ink is of Rowell & Co., yet the former goes 
through as second-class matter, while Print- 
ERs’ INk—well —. 

Bert Tuompson, Gen. Sec. 
nthiaiienciiimasiill 
COATED PAPER FOR ILLUSTRATIONS. 
From Life. 


The esteemed illustrated monthly maga- 
zines would confera favor on many readers if 
they could contrive to work in the pictures 
that go with their stories at the points in the 
stories where the depicted occurrences hap- 
pen. Bunching all the pictures at the be- 
ginning of the tale gives the ——- away in 
advance, while bunching them at the end de- 

rives half of them of their due effect. Bunch- 
ing them at all produces an effect like what 








of August 9, the “‘Acting’’ Third Assistant 
P. M. G, informed us *‘ that the classification 
of our publication is now a subject of investi- 
gation.’ Not receiving a line from the De- 
partment to September 15 we summed up suf- 
ficient courage to address the Department 
again, when, lo! andbehold! in a letter dated 
September 27, the Third Assistant P. M. G. 
makes this remarkable statement, “that the 
case of the Office Men’s Record was referred 
to the Fourth Assistant Postmaster-General 
for investigation June 16, 1 2 3 but as yet his 
report has not been received.” If this is not 
a striking example of a ‘‘ successful business 
administration,”’ we are at a loss where it can 
be found. Yours for a change. 

Henry Gotpman, Sec, and Treas. 





WE WILL. 


Branch Office of 
Tue Iron Act, THE Metat Worker, 
CARPENTRY AND BuILpINnG Busingss, 
Cor. Fourth and Main Streets, 
Henry Smitn, Manager. 
CincinnatI, Oct. 7, 2892. 
Publishers of Printers’ INK: 

I note on page 431 of the last issue that you 
intend advancing the subscription price, be- 
ginning January, 1893, to $2.00, but that a 
subscriber remitting $1.00 before December 31 
next will be credited up to January, 1894, 
from date of present subscription. Now, as 
my subscription does not expire until March 
30, 1893, through no fault of mine, I am in 
doubt as to whether this applies to me or not, 
unless you will credit my subscription up to 
March 30, 1894, if I send you $1.00 before 
December 31, 1892. 1 should be glad to be 
advised concerning this, Henry Smit, 





Pp when the man at the crank in the 
panorama gets ahead of the lecturer, and reels 
off the destruction of Jerusalem while the 
crowd is hearing how Absalom was hung up 
by his hair. It would seem almost better to 
print a whole magazine on coated paper than 
to swap the pictures around so. 





TAKES ITS OWN MEDICINE. 


“ The Practical Farmer, of Philadelphia. 
is one of the few papers who have ever had 
a page advertisement in the Youth's Com- 
panion, In Printers’ Ink of October 5 it had 
a $500 advertisement, and now it asks of ad- 
vertisers, can you afford to leave pom a! with 
the push and pluck of 7he P. F. off your next 
list?’”? The convincing circular from which 
the above is quoted closes with the following : 
Postscript. ‘* John Wanamaker has just given 
us an order for ten pages, beginning with our 
October 15 issue. This makes 21 pages (15,372 
agate lines) within the year sold to one ad- 
vertiser, and above all, at rates, viz.: 15 cents 
per line for 5,000 lines or more.” 


~~ 


PLOTS FOR NOVELS. 
From the New York Press. 

The following odd advertisement appeared 
in an English paper of late date: “* Home 
Work—Good plots for novels for sale. Apply 
Miss Smallwood, the Lees, Great Malvern, 
os 
A COLORADO EDITOR PRESENTS HIS 

COMPLIMENTS. 
From the Loveland (Col.) Reporter. 

“Can monkeys talk?” asks Professor Gar- 
ner, of New York. Don’t ask us; better see 
Paddock, of Boulder—he was at Pueblo, 

















500 PRINTERS’ INK. 


IT GOES EVERYWHERE—POSTAGE FREE 


Ed. A, Fry, Editor, 
Niosrara, Neb., Aug. 11, 1892. 


Editor of Printers’ Ink: 


Dear Sir—Not for the purpose of doing 
our common political cause harm, but to show 
the inconsistency of the Post-Office Depart- 
ment in its ruling against Printers’ Inx, I 
enclose you Protection and Reciprocity as 
another proof of Mr, Wanamaker’s bigotry. 
But our postmaster is more just than his 
chief, since he holds that underthe regulation 
quoted / must pay pound rates for county 
circulation, while under the regulation per- 
mitting a *‘ supplement ”’ it would go free. I 
have ordered Protection and Reciprocity 
stopped unless a ruling will allow of its free 
county delivery, which the law certainly does 
not. I did it to help you out. 

Yours fraternally, 
Ep. A. Fry. 


Tue Nioprara PIONEER, 


James H, Grirritn, 
Special Agent for the 
Rurat New YorkKER AND 
AMERICAN GARDEN, 
Provipence, R. I., Aug. 12, 1892. 
Editor of Printers’ Ink: 

The enclosed copy of Protection and 
Reciprocity came to me folded in a well- 
known local paper. It is not, and does not 
pretend to be, the supplement of any paper, 
and, judging from its general appearance, has 
no subscription list. However that may be, 
the paper enclosing it to me has clearly 
violated the postal law. Cannot something be 
done? If the Republican campaign docu- 
ments are to be sent through the mails with- 
out even paying second-class rates while 
Printers’ Ink is excluded, surely it is time to 
call a halt. James H, GRIFFITH. 

East Rockaway, L, I., N. Y. 


Tue Texas STOCKMAN AND FARMER, 
San Antonio, Tex., Aug. 27, 1892. 
Editor of Printers’ Ink: 

The enclosed pamphlet, circular, stump 
speech or whatever it may be called, comes to 
us as second-class matter. How about it? 

Truly yours, Vories P. Brown, 

iate Editor and Manager. 

The enclosure is called Zhe De- 
fender. It isa Republican campaign 
document emanating from No. 1 
West Twenty-third street, New York, 
and bears at its head the motto: ‘‘After 
reading hand to a friend.” 


C. P. Starrorp, Jr., Sec’y and Treas., t 


HeEacpssurc Cal,, Sept, 12, ’92. 
G. P. Rowell & Co.: 

I enclose a “‘ supplement ”’ of apaper. My 
dear sir, it is the supplement of about fifty 
papers received so far by us as exchanges— 
printed and entered at New York, sent out as 
a campaign document. How this comes under 
the postal law is a queer ruling. But as 
Wanamaker’s party has the supplying, it is 
probably all right. ENTERPRISE, 


Warsaw, Mo., Aug. 12, 1892. 
Editor of Printers’ Ink: 
* * * TI consider it an outrage for the 
P. M. General to grant newspaper privileges 
to such a sheet and then exclude a bright, 


instructive journal like Printers’ Ink. The 
sooner he ceases to discriminate the better 
for the country, There 1s surely a screw 
Zoose somewhere, or it never would be admit- 
ted. I trustthat you will come out victorious 
and put your foe to flight. I have been a 
constant reader of Printers’ Inxx for three 
years and consider it indispensable. 

Yours truly, F, H. Petts, 

Maprip Home News, 

M. L. D. Lansing, Proprietor, 
Manrip, Iowa, Aug. 16, 1892, 

Editor of Printers’ Ink, 

Dear Sir—Find enclosed a campaign doc- 
ument which has been run in a good many 
Republican papers. I know this is a violation 
of the postal law to run such as a “ supple- 
ment.” I write this tokeep you posted, My 
sympathies are with you; and may you win 
your fight with Wanamaker. 

ours for justice, 
M. i: D. Lansine. 
Orrice oF THE LENA Star, ) 
A. O. Rupp. Proprietor. \ 
ENA, Ill., Oct. 7, 18g2. | 
Messrs. Geo. P. Rowell & Co. : 

The enclosed paper, entitled Protection 
and Rect; tang) was sent out as a supple- 
ment with the Warren (Ill.) Sentine/ of Oct. 

. wee. Similar supplements, ‘‘entered at 
the New York P. O., New York, as second- 
class matter,’’ have been circulated in various 
papers in this section this fall. It seems to 
me that this is contrary to law, and that you 
have a better right to send Printers’ INK as 
second-class mattcr than has the publisher of 
Protection and Reciprocity to send his paper 
as such matter, What do you think about it? 

Very truly yours. 


A. O. Rupr, 

Tue Srar anp Kansan, t 

INDEPENDENCE, Kan., Sept. 20, 1892. § 
Geo. P. Rowell & Co.: 

I have been somewhat interested in the 
“hair splitting ’’ Wanamaker has been indulg- 
ing in while attempting to prevent PRINTERS’ 
Ink being admitted to the mails as a regular 
publication, I inclose you a supplement that 
is being circulated through the mails in this 
State as a supplement of Republican papers. 
The one I send you was the supplement of 
the Sedan 7i%mes-Journal of September 16. 
This arrangement has been in operation for 
some time, and it would appear that Wana- 
maker will “‘strain at a gnat and swallow a 
camel’’ when he opposes your publication cir- 
culating as second-class matter and yet per- 
mits such gross violations of the postal laws 
as Protection ane Reciprocity circulating as 

1 ts to 


publican newspapers in 





this State. Cuas, T. Errett, 
Ed. and Pub, Star and Kansan. 


— +e 
$14,000 POSTAGE SAVED. 


New York, Oct. 10, 1892. 
Editor of Printers’ Inx: 

I called this day at the office of the Ameri- 
can Protective Tariff League in Twenty-third 
street, and wasreceived by the gentleman who 
seemed to be in full charge of matters there, 
When | told him what I wanted and from 
whom I came he fresented me with a thou- 
sand copies of the “Protection and Reci- 
procity’’ document, and informed me they 
were circulating 1,400,000 copies of each issue, 
said issue weighing in excess of 28,000 — 

O. L. Moszs, 
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Is DEEMED A NEWS AGENT. 


A great many editors will be inter- 
ested and amused when they read the 
letter from Third Assistant Postmaster- 
General A. D. Hazen to the publisher 
of the Mansfield (Ohio) Banner, as 
printed below, and learn that it is a 
violation of the postal law for a pub- 
lisher to fold the campaign document 
called Protection and Reciprocity with 
that part of his own edition that circu- 
lates in his own county, without pre- 
paying postage. No postage is col- 
lected for papers addressed to readers 
in the county where issued ; but fold- 
ing in another paper issued elsewhere 
makes the whole subject to the pound 
rate. If anybody knows of an instance 
where postage has actually been col- 
lected on Protection and Reciprocity, 
PRINTERS’ INK would like to hear 
about it. 


SHIELD AND BANNEK, ) 
MaAnsFIELD, O., Sept. 12, 1892. f 
Publishers of Printers’ Ink: 

Dear Sixrs—Recently you called attention 
tothe fact that a campaign document called 
Protection and Reciprocity was being dis- 
tributed in violation of law by being folded 
ivside of Republican newspapers and sent 
through the mails the same as regular publi- 
cations and at the publishers’ rates of a cent 
apound. Some of these ducuments have been 
coming to this office enclosed in our ex- 
changes, and believing that holy John Wana- 
maker would not permit such a rank violation 
of the law with his knowledge and consent, 1 
sent hima copy of the document and wrote 
him, calling his attention to the scheme that 
is being worked by our Republican friends in 
this State, and no doubt in other States, to 
advance the political interests of Mr. Wana- 
maker and Mr. Harrison, Mr. W. referred 
my letter to Third Assistant Postmaster- 
General Hazen, and I enclose you his reply. 

You will observe that the P.O, Department 
assumes that the newspaper which thus 
violates the law is a “‘news-agent.”’ No effort 
is made to find out whether such is the case ; 
the party who violates the law is simply ex- 
cused by the Department “ ceeming”’ him a 
news-agent. The copy which I sent Mr. 
Wanamaker came to me folded in the Dela- 
ware (O.) Gazette, and the fact is well known 
that the Gazeffe publishers are not news- 
agents, except as Mr. Wanamaker may choose 
to constitute them such in order to further 
the election of Mr. Harrison and the re-ap- 
pointment of Mr. Wanamaker, Even were 
they news-agents, what right has Protection 
and Reciprocity to pound rates through the 
mails? It is not a newspaper. It will not 
aed at all after the campaign is over. 

obody has subscribed for it. Nobody 
who receives it pays for it. The papers 
that permit it to be circulated through 
and under cover of their daily and weekly 
issues do not pay for it. It is simply a 
“trade” publication of Mr. Wanamaker and 
his colleagues to facilitate their business as 
office-holders and office-seekers. The whole 
scheme is a fraud. Very truly yours, 

os x. GAUMER, 








PRINTERS’ INK. sor 


Hazen’s letter is given here : 


Post-Orrick DEPARTMENT, } 
Office of the Third Assistant Postmaster- 
neral, WASHINGTON, D. C., { 
September 10, 1892. 
Cc. N. Gaumer, Esq., 
Publisher * Shield and Banner,” 
ansfield, O.: 

Sir—In reply to yours of the 6th inst., you 
are advised that a publisher cannot adopt 
another second-class publication as a supple- 
ment to his own ; but, under Par. 6, Sec. 350, 
P. L. & R., “A publisher, who purchases =] 
his subscribers a portion of an edition of 
another second-class publication, is deemed a 
news-agent, and may receive and remail the 
same at the pound rate of postage.”’ 

Periodicals mailed in this manner are not 
entitled to’ “ free county circulation” under 
Sec. 421, P. R., and, if folded with a 
—_ paper, — it — ~ the pound rate 
of postage. Very respectfully, 

A. : Hazen, 
Third Assistant Postmaster-General, 
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TO THE SMITER WE MEEKLY TURN 
TNE OTHER CHEEK. 


Cuicaco, Oct, 9, 1892. 
Editor of Printers’ Ink: 

Inclosed fine one dollar for renewal of my 
subscription to Printers’ Ink, which, I per- 
ceivé, expires on the x6th inst. 

T have read the reports of your controversy 
with P. M. G. Wanamaker, ard believe you 
have the right of it. If, after the treatment 
you have received you vote for the retention 
of the present administration in power, you 
are aset of chumps and deserve all you get. 
You remind me of the irate Briton, who said 
to his antagonist, ‘‘ You have spit upon me, 
you have kicked me and pulled my nose. If 

‘ou proceed much farther you will arouse the 
British lion in my breast, and then there will 
be trouble.” Le voyez vous ? Yours truly, 

Henry R, Boss, 





AT THE POLLS. 
D. G. Henpricks, 





Carpetings, No. 31 West Third Street, 
Cuneran, Pa,, Sept. 23, 1892. 
Editor of Printers’ Ink: 

Inclosed find one dollar for my subscription 
to Printers’ Ink, Pardon the oversight for 
not sending it sooner, I am greatly interested 
in your fight with the P. O. D. and sincerely 
hope that you willwin the battle. I hope that 
every lover of justice wil] so record his vote 
on the 8th of November. Yours truly, 

D. G. HEnpRIcKs. 





THE liberty of the press is indeed 
essential to the nature of a free state ; 
but this consists in laying no previous 
restraints upon publications. To sub- 
ject the press to the restrictive power 
of a licenser is to subject all freedom 
of sentiment to the prejudices of one 
man, and make him the arbitrary and 
infallible judge of all controverted 
points in learning, religion and govern- 
ment. The press can never be used 
to any good purpose when under the 
control of an inspector.—B/ackstone, 
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In my judgment PRINTERS’ | 
INK is entitled to circulation in| 
the United States mails as sec- 
ond-class matter. 


Member of Rep. National Committee for lowa. 


A lootune, 


Editor N. Y. ‘‘Com. Advertiser ” 
wire 


Publisner New York “* Recorder.” 


tin fo, | 


U. S, Senator from Ohio, 


Zon wel 


Editor Springfield ‘‘ Republican.” 


| 
hizo.  Morre 


The “ Rising Sun” Congressman from Me: . 


A. oe 


Publisher New Haven (Conn.) Register en 
Secy., Treas. and Mgr. American New. - | 
paper Pubiishers’ Aenciation. ieee? | 


Member | Dem. Nat’l aoe! for Rhode Island. 


Editor Philadelphia “‘ Item.” 


M. C. (Republican) Ohio, 


hes & bec» 


M. C. (Democratic) Ohio, 


M. C. (Democratic) Pennsylvania. 








Joe roreg Member Republican Nat'l Com, fo 
Maine. 


TO &. Romu 


M. C. (Republican) Ohio. 





Kibo Ui Meg 


M. C. (Republican) Pennsylvania, 


[ —— 





Editor Atlanta ‘‘ Constitution.” 


fect? 


| M. C, (Republican) Pennsylvania. 


Oe 


Editor ‘‘ Judge,” N. Y. City. 
4 


td 
Member Repub. Nat'l Com. for Tennessee. 


IG, CG 


Ex.Governor New Hampshire and member Re- 
publican National Committee 


Boesy Chief Washington ‘ Star.” 
President New York Newspaper Union. 


(- 


Publishers of the New York “‘ Ledger.” 


M. C, (Democratic) Virginia. 


AMfeelue 


Member Democratic Nat’] Com. for Iowa and 
Editor Davenport (Ia.) ‘‘ Gazette-Democrat. 


Cant 


Member Democratic Nat'l Com. for Mississippi. 


of 


“ublisher Brooklyn “‘ Times.” 


Member Democratic Nat'l Com. for Michigan. 
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hA OW hltan. 


Member Republican Nat’l Com, for New Jersey. 
nis Notag$g F 


M. C. ammenaend Indiana. 
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THE AGEN’ TS’ COMMISSION. 





I take it that the place of the honest, 
earnest agency is too well fixed to need 
any comment. The publisher who 
does not concede this is ignorant of 
the fact that some of the largest ad- 
yertisers have been created by the en- 
terprise and skill of the advertising 
agent. As a legitimate business fac- 
tor he is entitled to his commission, 
and no amount of argument that the 
agent divides this with his customer 
will avail to justify any unbusinesslike 
dealing on the part of the publisher. 

Geo. R. EWAN, 
Advertising Mgr. the Voice. 

EVERYTHING you do is done to satisfy 
some want or personal desire—to 
satisfy a desire which will accomplish 
some purpose of Greed. This may be 
a rough way of putting it, but we in- * 
sist that it is true. 

The greediest factor in all men is to 
become possessors of money. Most 
men would say that, if they had a given 
sum, they would want nothing else, 
but they lie, because, if they are enter- 
prising, they would want to buy power 
or health, or something sure. _Enter- 
prising men never stand still—they are 
kickers. 

It is an acknowledged fact that the 
only way you can obtain everything 
you want (excepting, possibly, health) 
is by advertising—not necessarily by 
advertising in newspapers, but it must 
be in some form. 

If you want to become famous in 
your own locality, you pay a large price 
for some article you absolutely do not 
want at a church fair ; others accom- 
plish the same end by owning a race- 
horse, newspaper, etc., and in this way 
get talked about, or, in other words— 
advertised. 

In order to get in that position, 
especially so if you must begin with a 
limited capital and ina mercantile way, 
an advertisement of what you have to 
offer, in first-class publications, is the 
keystone to sure success,— 7%e Great 
Divide, 
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Miscellanies, 





Rhymes for . — Poet (in a 
hurry): I can’t seem tothink straight to-day! 
— me arhyme for blank, will you, Profes- 


a» Ane—Ham, Ram, Sam.—Puch. 
A Useful Adjunct.—‘* Who is that 


cross-looking old man in the corner ?"’ asked 
the fair young visitor who was looking through 
the offices, 

“That,” replied the editor, “‘is the man 
who writes our smart-child jokes,”—Fudge. 


Naming the Prison Paper.—** We'll 
start a prison paper,” said one life convict to 
another, 

“We will, and our motto shall be, 
is mightier than the sword,’ 

“*No; our motto shall be, ‘ We have come 
to stay.’ . Y, Sun, 


The Desideratum.—Growells : You 
ought to send these poems of y«c-urs to some 
editor. 

Vowells—Do you think they would be pub- 
lished ? 

Growell—No ; 

uck. 

A Boomerang. —‘‘ Are you doing 
much reading this summer?” asked Mawson 
of the silly-looking girl, just for a joke. 

** Not much,” she replied, ‘“* A little Kant, 
some Schopenhauer, Browning, and William 
Morris, What do you think of Morris?” 

And Mawson had to admit he’d never read 
Morris.—Fudge. 

In the Sanctum.—The Stranger: I 

wish to submit for publication a few verses I 
just dashed off. 

‘The Editor—W hat’ 's the subject ? 

‘““My Heart’s Passivnate 


* The pen 


but they might be edited.— 


The Stranger — 
Pants.” 

The Editor—My friend, this is not a second- 
hand clothing store, ‘lake your heart's gar- 
ments elsewhere.—//ttsburg Bulletin, 


Still They Come. Aga : Here 
is a manuscript which I would like you to look 
over. 

300k Publisher—It would be useless. We 
only accept manuscripts from noted authors. 

Applicant—-But I am a noted author. My 
first book ran through many editions. 

Publisher—Ah, indeed! Come in, my dear 
sir. Take a seat. 

Applicant—I am the author of “ The Bread 
Winners.” 

Publisher—Great Josephus! Another one! 
Jim, call the dog.—PAiladelphia Cail, 
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TAKES NO PRINTER’S BACK TALK. 

From the Detroit Free Press. 

Ruskin permits no deviaticn on the part of 
the printer from his own rule of punctuation, 
and in the matter of uniformly open spacing is 
so insistent that on several occasions, when the 
compositors disregarded his instructions inthis 
respect, proofs of an entire volume have been 
returned to the printer_in order that whole 
paragraphs might be overrun from beginning 
to end. It is observed that Mr. Ruskin’s 
printed page is ‘‘ as nearly as an oblong square 
can be made so, modeled on the proportions 
which artists have assigned to the finest types 
of the human countenance,”’ and that the 
author's reason for placing | his printed page 

*so much out of the center” is his desire to 
give students of his works ample margin for 
manuscript notes, 
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’s ART Ls is MODS proves rage sale 
over 30,000 copies. 61 Tribune BI Bldg, N.Y. 


4000 220, 5288 SSS 


2000 ar’ sitiing Agency, St. Louis, Mo. 
PIANOS, Dani‘? ieatty, WastrgtonsN. 3 
PATENTS ton.’ Ct pace Book ‘Piet e. 


BOSTON, nam'etc ic. 1e my . 




















‘ould you. A. E. SPROUL, 658’ Washington St. 

in Maryland. We be- 

35, 00 Farmers Visiting them in 
1864. 000 Farr FARMER, Baltimore, Md. 





WOOD ENGRAVING Ganieast) 
1) sas SS Sr ret SPENCERIAN 
ENS 





Nickel 810 B’way, N. Y. 





DESIGNS AND PEN DRAWINGS 
at very low rates. Write me. 
CHAS. H. MARTIN, 1339 Myrtle Ave., Balto., Md. 


THE EVENING JOURNAL, 


JERSEY ‘er N. ae wth 15,500, 
ve! 


for Hy yt ene cheap. 

every time. Send 

for pr Gots tree. Cc W. HAR- 
Columbus, O. 


UB Li Cc a "Fi ertteore. 














5 Pi N 10 wien °S York. 
GERMANI Hegusinn i eo and iit, or 
ann . ete., address 


co 
en, rates of ade N. H. 


Kate Field's 
Washington, wearussrepey, 


ATTENTION, PLEASE. 


trafte "tbe 750. ; 400d Cute at then rates: 2 Sy Bi Bulla, 
col. Bu 
50. jghtt for boom Mittions Try us. 
HICAGO PHO. ENG. CO., 185 Madison St., Chi. 





Is read by intelligent people 
who pay their bills. Are th hee 
the people you — reach 








THE ADVERTISERS’ GUIDE, 
A monthly urnal cmpeunting expertly sub- 
advantageous to publisher and 


Sivestionr, mailed for one your on receipt of 
twelve cents to nd p for 
sample copy. ST. » New Market, N. J. 





I write simineaaibiiee 
tisements. You pay me. 
They do, you. 


E. A. WHEATLEY, 





SAN FRANCISCO GALL. 


Established 1853, 
Daily, 68,487—Sunday, 63,207. 


The r of the Pacific Coast 
te One tation a r and Influence. 5 
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WATCHES 


Are— 
—the Best PREM } U MS. 
Address the manufacturers direct, 
THE PHILADELPHIA WATCH CASE Co., 
140 So. Third St., Philadelphia, Pa. 
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| THE HOME CIRCLE, | 


LOUIS, MO. 

75, 000 Santos Each Month, 
An exceedingly desirable medium for 
GENERAL ADVERTISERS, 

) THE Home CIRCLE Pus. Co., St. Louis, 








STUDY LAW 


Take’ a if —y 5 ‘the 
Sprague Correspondence 
School of Law. (Incor- 
porated.) Send ten cents 
stamps) for particulars to a 

J. COTNER, Jr., 
Sec’y, Detroit, Mich. 

$12 Whitney Block. 


If You Use Premiums, 


Or Sell Goods by Mail, 


And do not handle our goods, you miss some 
‘of the best MONEY-MAKERS. 
Illustrated Catalogue Free. 


|W. N. SWETT & CO., Publishers and Manu- 
facturers, 28 READE ST., NEW YORK. 


An ideal advertisement 

does not rely upon its 

beauty alone. It must 

tell a forcible truth. 

The results advertis- 

ers have attained in 
TNE AMEPICAN 


School Board Journal 

speak a truth. They 
rove that 13,000 of the 
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per 
WM. G. BRUCE, Publisher, 
Milwaukee, Wis. Chicago, Ill. 


Over 83,000 par mont 


Proved Average past Nine Months. 











Rates Lowest for 
quantity and quality of 
Circulation. 
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“SPOKANE 
SPOKESMAN 


r cent more ee subscribers 
per per _pesenee 






has 75 
than any other daily 
, within 300 miles of Spo ane, 
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THE SPLENDID 


THANKSGIVING NUMBER 


—OF— 


. THE NEW YORK LEDGER 


WILL GO TO PRESS ON 
SATURDAY, OCTOBER 29. 
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» Advertising space limited. Order 
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60, 000 Monthly Circulation 
eee 





OF THE 


POPULAR 
EDUCATOR. 


Tue Leapinc Educational Journal of 
America, both in CIRCULATION and | 
INFLUENCE. 

For rates and sample copy, address our Ad- 
vertising Office, 


70 Fifth Ave., New vere. 
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| We do not now that it will pay you 
'to advertise in the Sunday School 


‘Times, but as we shall be glad to 
have you better acquainted with the 
paper, it will give us pleasure to send 
you some copies of it. While this 
will not place you under any obligation 
to advertise, it may enable you to 
judge as to whether it will pay you 
to reach the large number of intelli- 
gent readers to whom it goes week by 
week, 











Put | sunday School Times. 
’ PHILADELPHIA. 
Them Presbyterian. 
On | Lutheran Observer. 
Christian Standard. 
rt n a 
‘List| sete Seeet ee 
i ef’ u essenger 
List | Bra arr 
The Sunday School risttan instructor 
Steen sania pe eal Recorder. 
over 152,500 families | Presbyterian Observer. 
weekly. 





Over 260,000 Copies 
Religious Press 


a i 





Association 
Phila 
| Aoeeernns 
In the 
Sunday Mercury, 
NEW YORK, 
Pays 
Handsomely. 
CIRCULATION-—1892. 
| Jan. 8. pee 17,80 i ell 
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Average. . 


ADVERTISING ” RATES. 
te—Oct. 1, 1892. 


General ( r line) eighth page 
nside pages). . 





Reading Notices. . 
No discount on number number of insertions. 


To géventios intelligently such facts as these 
™ seme | advertiser wants. THE 
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ADVERTISERS 2 iid" ACiE Tins, EEE 


New York.” 











No Religi 
nt. MAGAZINE OF ‘CHRISTIAN LITERATURE 
d rates oj CLINT 








tan chee SHURE A tee 
WOMAN S FARM JOURNAL itiiitcmmes i ay 
ene” } a A machine. Send for sample cony sae special trial 
connor, a pub, 801 N. Ninth Street, St. Loula, Mo. 


THE | EW CYCLE, 36 Union N. Y., organ o’ it, ny General Federation of 

Women’s C ubs. Chicago News: THE CYCLE was 

onean at the Jute %siennial Meeting, Central Ee, dat Chicago Inter-Ocean : 

The 4, of . Cl organ was presented and THE CYCLE, with Mrs. J. C. Croly, as editor was 
made the organ, and pledged. the support of the Federation. 


THE THREE GIANTS. ‘Two-thirds | Canadian Agricuiturist. 
of circulation in the U.S. Combined rates, | Ladies’ Home Magazine. 
40 cents per line. It will pay you to use this 
list. Try it The Fireside Journal. | 


B.L.C ANS, 10 Spruce St., N. Y. Room No. 4. PETERBOROUGH, Ont, 


The Christian Advocate. 


Official weekly metropolitan newspaper of ‘‘ The Methodist Episcopal Church.” Circulation. over 

50,000 guaranteed. We invite correspondence from advertisers who would like to reach our 

people, and whose advertisements would be appropriate for a religious family journal. Address 
HUNT & EATON, Publishers, 150 Fifth Ave., Cor. 20th St., New Vork. 





ON HALL, hew Yor. " 
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Estimates Submitted. No charge. Liberal discounts allowed on 
all publications. 
Effective Advertisements B. L. CRANS, 10 Spruce St., New York. 
Prepared. | Room No. 4. 








DODD'S ADVERTISING AGENCY, Boston, 


265 Washington Street. 





We only stipulate, in requests for estimate, that 
our figures shall not be quoted or used in any way in 
placing business throu;;h other channels. 

Giving our time we ask for good faith from the 
advertiser. 

Advertisements specially prepared for our clients, 


SEND FOR ESTIMATE. ° 


RELIABLE DEALING. — Low Estimates. - CAREFUL SERVICE. 




















WELL-FILLED 


aggq POCKET BOOKS 


ARE 


NOW BEING OPENED 


TO SECURE THE 


Liberal Premium Offers 


MADE BY 
JUDICIOUS NEWSPAPER PUBLISHERS. 








Our Selected Premiums Are Filli 


this Demand. Send for Iilustrat EMPIRE PUBLISHING CO., 


Catalogue 
Net prices to Newspaper Men are in it 146 and 148 Worth Street, NEW YORK 

















‘ v 
ata 
=P HIS is the verdict of those who patronize Allen’s Lists continuously, 
of ° . . 
zu year after year. No disappointments! No losses! But a substantial 
was and profitable business, year in and year out. 
ar ESTABLISHED 1879. OFFICE OF G. D. NicHOLs, 47 & 49 Center Street, 
New York, September 10, 1892. 
E. C. ALLEN & Co., Augusta, Maine. 
Dear Sirs:—Yours at hand, and in regard to the expiration of the Nichols M’f’g Co.’s 
annual contracts, please continue their advertisements without interruption, as these 
ple have no idea whatever of discontinuing their ads. with you while in business, with 
T. the excellent results obtained from the lists, and their experience of over six years’ 
= continuous advertising in them. (Signed) Very respectfully yours, 





PRINTERS’ INK. 


“No Idea of Discontinuing 
Their Ads. while in Business.” 


























G. D. NICHOLS. 


Several hundred of America’s shrewdest and most successful general adver- 
tisers know, from actual tests and records, that Allen’s Lists stand at the very 
head. And why should they not ? 

Every issue of Allen’s Lists will place your business directly 
before over One Million Homes—nearly all rural homes— 
and the better class of rural homes at that, 


REASON for yourself, and see if you can afford to miss this great and 
om Wilespread circulation. Try it once for results. 


Forms close the 18th of each month, 


E. C. ALLEN & CO., Proprietors, Augusta, Me. 





If You Want Business, 
— ADVERTISE IN - 


The GOLDEN RULE. 
IT DOES THE WORK. 


783,000 


Christian families read this paper each week. Testimonials 
from prominent advertisers prove that they are buyers. 











FOR RATES ADDRESS 


THE GOLDEN RULE CO., 


F, T. BURDETT, BOSTON, MASS, 
Adv. Mgr, 











PRINTERS’ INK. 


THE OMAHA 


World=Herald 


Covers its field thoroughly. THE WORLD-HERALD has a 
larger circulation in the cities of Omaha and Council Bluffs than 
any other paper. Local advertisers use it to a larger extent than 
they do any other paper. It carries more ‘‘ want” ads than any 
other Omaha paper. Its sworn average daily circulation exceeds 


“ 17, O00. & 


Its advertising rates are reasonable, and it is a profitable paper 
for advertisers to use. Rates and other information can be had 
on application to the 


EASTERN BUSINESS OFFICE—R. A. CRAIG, Mngr., 
41 Times Building, New York. 




























THE WILL CARRY 
DECEMBER YOUR 
(HOLIDAY) ADVERTISEMENT 
EDITION OF TO OVER 


PROSPEROUS HOMES. 


Quality equal to quantity. A clean household medium, 
in which no disreputable advertising is seen. Send for a 
specimen copy and get an estimate for the Holiday Edition of 


400,000 Copies. 


Forms close on Nov. 5th. 


S. H. MOORE & CO., 27 Park Place, N Y. 
















PRINTERS’ INK. 509 


Seedsmen 








are now making up the lists of papers in which they will 
advertise during the next season. 

It is not necessary to remind Seedsmen who used 
Boyce’s List oF BiG WEEKLIEs last season to place us on 
their list, because there is not a single case we can learn of 

where we did not pull big and are not now included. 
We wish to simply remind Seedsmen who have not used 
THE Bape, LEDGER and WorLD (Boyce’s List) that our 
papers have paid all other Seedsmen and ought to pay them. 

















the unparalleled 


e 
+1 Once Again ei" 
: circulation of 
a Boyce’s LIsT OF 
Bic WEEKLIES—The Saturday Blade, The Chicago Ledger and 
The Chicago World, warrants us in increasing the advertising 


rates, January 1, 1893, 


Ia5% 


Under present rates we contract to prove 


400,000 Copies Weekly. 


After January 1, 1893, when new rates go into effect, we will 
contract to prove 


500,000 Copies Weekly. | 


Reserve your space for 1893 now before the advance. Ask any advertising 
agency, agent, solicitor, or posted advertiser if 


Boyce’s Big Weeklies Pay. 


RULES.—Any advertisement discontinued at any time at pro rata rate. 
No discount for time or space. You pay no premium for experimenting with 
these papers—Btape, $1.00 per line ; LepGer, 50 cents ; WorLD, 30 cents. 


Apply for space to any agency or direct to 


W. D. BOYCE, Chicago. 
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510 PRINTERS’ INK. 


—= Largest Morning Daily 


BETWEEN 
St. Louis and San Francisco— 








THE KANSAS CITY JOURNAL 


The Home Paper of Kansas City. 
a 
Goes into more homes than any other Kansas City 
newspaper. 








Is not a cheap paper, but sells for Five Cents per copy. 
The oldest paper in Kansas City. 


Reaches the Buyers, and is read by the best class of 
people of the Southwest. 

The Sunday issue, consisting of 16 pages, makes a 
specialty of its Woman’s Department, devoting two 
pages to this department, prepared by a special 
corps of lady writers. 


(27,000 Daily. 
(32,000 Sunday. 


THE WEEKLY JOURNAL AND AGRICULTURIST, 


Circulation, 47,000. 


Goes to the best class of farmers in the Southwest. 


Circulation: 





Reduced in price, six months since, from $t.0co to 
50 cents per year. 

Increase since this reduction—21,000. 

Its papers are sent into every State in the Union. 





ee. 


Place your order with any responsible agency, or apply to 
Western Office—Room 402, {67 Dearborn St., Chicago, Ill., 
HORACE M. FORD, Manager. 
Eastern Office—Nos. 51 & 52 Tribune Building, New York, 
W. WARD DAMON, Manager. 








PRINTERS’ INK. 








UP STAIRS: 


Journalistic Ability. 


DOWN STAIRS: 


Tact and Energy, 


MAKE a Paper. 
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ty @ UPERIOR, successful dailies are Ly 
i ; \ made by harmonizin g editorial abil- @y¥ 
ay: ity with bright business judgment, and i 
. g it is these two talents, strongly and [je 
a aa happily blended, that have made the 
; z ry Sarre ny Bs Ps y 
TR he 
{CLEVELAM WORLD § 
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rns ae Vt) =i =WSm, Ret eesess i= = ims. 


The most widely circulated evening @ 
paper in the State of Ohio. 


Over 40,000 a Day : 


A large percentage of this 40,000 take no other 
= daily paper. It satisfies every 
demand ; they feel the need of TABS ong 
no other journal. To reach this ade 
class and getintouch with others, [R@}S@ 0M 
you MUST advertise in THE DaiLy 
/ /and SUNDAY WorLD. 
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West, > -*--s 
¢ « « « Omaha 


Omaha is 1,300 miles from New York; 
although but little over one-third the 
way to San Francisco, still it may be 
considered ‘“*Out West.” 

On the Missouri, flanked by Iowa on 
the east and Nebraska on the west, it is 
a city of 150,000 busy people, in the midst 
of a hundred populous towns, all sur- 
rounded by the richest farming country 
in the world. 

THe OMAHA BgE has a larger circula. 
tion than any other newspaper in either 
of these two great States. It is a thor- 
oughly live newspaper, a leader of thir- 
ty years, and hasa KNOWN CIR- 
CULATION of 25,000 Daily, 30,- 
000 Sundays and 42,000 Weekly. 

It means something to advertise in 
such a newspaper. If in doubt then goto 





PRINTERS’ INK. 


South-West, « . 
° ¢ « Louisville 


The great newspaper for Louisvilleand 
the South-west, Kentucky aiid Southern 
Illinois and Indiana, is Tae LOUISVILLE 
COURIER-JOURNAL. 

With 12 pages Daily and Weekly and 
16 to 40 pages Sundays, it is one of the 
few great American newspapers. 

For over sixty years it has been the 
ideal newspaper for that wealthy city, 
Louisville, and the prosperous State of 
Kentucky. No shop, no store, no Ken- 
tucky home is complete without it. 

Its advertising is largely local, and its 
readers are among the business classes 
and their families. 

Newsboys know it not, but its sub. 
scribed and paid-for KNOWN CIR- 
CULATION is— 


Daily, Sunday, Ww 
asoso | S700 | 123.000 








The 
Bee. 


North-West 
St. Paul 











Courier- 
Journal. 


More West, 
Seattle 








4 
This “* big four” combination contin- 


ues strong, for where in all the North- 
west is the equal of the St. Pau Pto- 
NEER PRESS? 

St. Paul and Minneapolis have grown 
up around the PIONEER Press. In age 
it outranks all, even the State. 

With a KNOWN CIRCULA- 
TION of 20,000 each Daily and 
Weekly and 22,000 on Sundays, its 
clientage is the cream of Minnesota and 
the great North-west Twin-city metrop- 
olis. 

It is in all respects a home newspaper 
of the highestclass. PROSPEROUS 
PAPERS PAY-—especially advertis- 
ers; so will the 


Pioneer 
Press. 





The combination rounds up well, with 
the oldest and best in the new State of 
Washington—the SEATTLE Post-INTEL- 
LIGENCER. 

Toa newspaper age means something, 
to an advertiser therein it means much 
more. The Post-INTELLIGENCER has 
25 years to its credit, which is as much 
to Washington as 250 in New York or 500 
in London. 

It hsa KNOWN CERCULA- 
TION of 12,000 Daily, 13,200 Sun- 
days and 13,300 Weekly, which is the 
same to Seattle as 600,000 would be to 
New York. 

It’s a rich field for advertisers; the 
people take to new things, and to a man 
they take to the 


Post- 





Intelligencer. 





As home newspa: 
country of the West, 


Tribune Building, New York. 


rs for advertisers to reach the buying classes in town and 
th-west, North-west and far West, match these if you can. 


A. FRANK RICHARDSON, 
| Chamber of Commerce, New York. 











